Radio Pot Boils 
)ver Communist 


harges, Denials 


Mention in Book Said 
to Have Caused Loss of 
TV Role for Actress 


New York, Sept. 1—The hottest 
book in radio this week was “Red 
hannels.” 

Whether or not this publication, 
which lists 150 radio performers, 
riters, producers, etc., along with 
heir alleged leftist affiliations, 
ad, as one broadcaster told the 
New York Times, become the 
“Bible of Madison Avenue,” it 
ertainly was the most talked 
about subject in advertising cir- 
cles. 

The book, which is published by 
“Counterattack, the Newsletter of 
Facts to Combat Communism,” 
plummeted into the limelight Aug. 
27 when General Foods postponed 
the fall premiere of “The Aldrich 
Family” on NBC-TV as a result of 
protests against the appearance of 
Jean Muir in the cast. 


s At noon Sunday when the play- 
ers arrived for final rehearsal, a 
Young & Rubicam representative 
merely told th the opening was 
being delayed: Later they, along 
with viewers who had seen NBC’s 
hurriedly put-together news re- 
port on the Korean war instead 
of the expected “Henry Aldrich,” 


“Abhh! thati not just whishey.. 
thats BEAM ...va/ bourbon!” Tim 


& 


OPENER—This newspaper ad will kick 

off the James B. Beam Distilling C>.’s 

largest campaign. Arthur Meyerhoff & 

Co., Chicago, is the agency. (Story on 
Page 6). 
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learned that the move was prompt- 
ed by protests by various anti- 
Communist groups and individuals 
against the casting of Miss Muir 
as mother of Aldrich. It further 
developed that the actress’ listing 
—eight groups are listed under 
her name—in “Red Channels” 
served as a basis for these com- 
plaints. 

Despite Miss Muir’s vehement 
denial that she had ever been a 
Communist or a Communist sym- 
pathizer, on Monday General 
Foods, after hours of consultation 
with its legal staff, announced that 
the actress was being permanent- 
ly dropped from the cast. She was 
paid in full—more than $10,000— 
for the full 18 weeks called for 
in her contract. Three days later 

(Continued on Page 49) 


Walter Lowy, ANA Co-op 
Committee Head, Hails 
Newspapers’ Actions 


Myre BEAcH, S. C., Aug. 29— 
The board of directors of the 
Newspaper Advertising Executives 
Assn. of the Carolinas went firmly 
on record against double billing 
for cooperative advertising, and 
pledged the efforts of the associa- 
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Carolinas Ad Execs Denounce False 
Bills on Co-op Copy; Pledge Aid 


tion to prevent the practice, at 
the organization’s summer meeting 
here last weekend. 

Collaboration of newspapers in 
double billing (i.e., billing at a 
higher rate than that actually paid 
by the local advertiser in order to 
boost the payment of the national 
advertiser) has been described as 
fraud (AA, Aug. 28). 


ws The association estimates that 
double billing in North Carolina 
alone amounts to $300,000 a year. 
“I shudder to think of the money 
being poured down the drain, and 
we're guilty of fraud if we let this 
go on,” one newspaper executive 
told AA. He said he was under 
constant pressure from big retail- 
ers and distributors, and that the 
willingness of other newspapers to 
go along with the practice was 
constantly cited. 

One newspaper man has adopted 
a simple out: all he requires is a 
letter from the sales manager of 
the manufacturer concerned, testi- 
fying that the company agrees to 
the practice. 

The directors’ resolution called 
double billing “inconsistent with 
good business practices,” “dis- 
honest” and “amounting to a fraud 
or a conspiracy to defraud.” It said 
the group felt it “their duty to ad- 
vertisers to prevent the occurrence 


(Continued on Page 30) 


Fortune’ Blasts 
Institutional Ad 
Practices, NAM . 


New York, Sept. 1—Institu- 
tional advertising—which this 
year will eat up about $100,000,- 
000 of American industry’s adver- 
tising budget—‘“isn’t worth a 
damu.” 

So says the September issue of 
Fortune, out today, in a hard-hit- 
ting article entitled “Is Anybody 
Listening?”, first in a series on 
how business can best communi- 
cate with others, The attack marks 
the first time that a magazine of 
Fortune’s stature has so ruthlessly 
taken institutional advertising 
apart. As witness: 

“The free enterprise campaign, 
Fortune believes, is psychologi- 
cally unsound, it is abstract, it is 
defensive, and it is negative. Most 
important, in a great many of its 
aspects it represents a shocking 
lack of faith in the American 
people, and in some cases down- 
right contempt.” 


ws And: “Not since the wartime 
ads of apple-pie infamy that so 
angered GIs have we been in- 
sulted with such noxious inter- 
pretations of the American dream. 
And never before have we so de- 
bauched and exploited the sym- 
bols that bind us.” 

To show its readers exactly what 
it’s talking about, the magazine 
has thrown in a four-color, full- 
page ad burlesquing institutional 
treatment. The parody, both funny 
and brutal, has all the standard 
props: Main Street, a druggist 
who says “no siree” and drops his 
g’s, a tribute to Lincoln, and a slo- 
gan—‘“everything is everybody’s 
job.” 

Nor does Fortune forget that 

(Continued on Page 8) 
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Washington Guide to the Perplexed 


Review of Ad Status 
Under War Conditions 


This is the first of a series of six articles by ADVERTISING AGE’s 
Washington editor, reviewing the status of advertising under 
war conditions. This one reviews, in detail, the Treasury and 
Armed Forces regulations governing advertising. Those to fol- 
low from week to week will discuss the military status of men 
in advertising and 1-!a‘ed lines; the tax situation, including 
excise taxes; restrictions on credit and instalment sales; how 
shortages are likely to affect various lines of business; and the 
contributions which advertising is likely to be called upon to 


make to a war effort. 


By Stan.tey E. CoHen 
WasHINGcTON, Sept. 1—Just after Pearl Harbor, the future of war- 
time advertising was in doubt. During the 1930s, advertising had 
been a favorite New Deal whipping boy. With the nation fighting for 
survival, even conservative political figures were questioning the 
propriety of such expenditures when few firms had anything which 


needed selling. 


Today it is a different story. Despite developing mobilization, ad- 


vertising will continue. More of 


it may be institutional or pubiic 


service, but so long as the amount is reasonable, it will be recognized 
as a legitimate business expense by the Bureau of Internal Revenue 
and the renegotiation boards of the armed services. 


CBS Gets Nod on 
TV Color; Delay 
Final Decision 


WASHINGTON, Sept. 1—CBS won 
an important but qualified vic- 
tory in the dispute over color tele- 
vision when the Federal Commu- 
nications Commission today issued 
a 150-page report praising the 
CBS system as the only practical 
one, but gave the industry a 
chance to come up with something 
better before reaching a final de- 

(Continued on Page 53) 


Last Minute News Flashes 


NBC Signs for Trendex Rating Service 

New York, Sept. 1—Trendex Inc., the new rating service which will] 
provide telephone coincidenta! reports for radio and TV, has signed 
National Broadcasting Co. as its first major subscriber. NBC has con- 
tracted for ratings on evening sustaining radio programs, once a month 
on a continuing basis starting in September. Principals in this new 


company are ex-Hoopermen R. B. 
(AA, Aug. 21). 


Rogers and Edward G. Hynes Jr. 


Procter & Gamble Launches I¢ Sale for Drive 


CINCINNATI, Sept. 1—Procter & Gamble has launched a 1¢ sale for 
Drene shampoo with a full page in This Week Magazine for Sept. 3. 
The merchandising offer will be promoted with spot radio and Sun- 
day magazines. Compton Advertising handles the account. 


‘Oakland Post-Enquirer’ Quits Publication 

OAKLAND, CAL., Sept. 1— The Oakland Post-Enquirer, a Hearst news- 
paper, announced today that today’s issue would be its last. The move 
came as a complete surprise. The daily had 73,600 circulation on its 
last statement, and on Feb. 5 of this year launched. a Sunday tabloid 
edition. The paper was published evenings except Saturday and Sun- 


day. 


Hoover Introduces Two New Cleaners 


NorTH CANTON, O., Sept. 1—Hoover Co. will introduce its new Aero- 
Dyne vacuum cleaner in a two-color spread in the Sept. 11 issue of 
Life and follow up with announcement copy in Better Homes & Gar- 
dens, Good Housekeeping and Look. Hoover’s other new cleaner, 
Triple-Action Model 29, will be introduced in a two-color page in the 
Oct. 2 issue of Life, a half page in Better Homes & Gardens and two- 


thirds page in Good Housekeeping. 


(Additional News Flashes on Page 53) 


ws Advertising’s role in a mobil- 
ized economy was staked out dur- 
ing World War II. Some of the 
regulations may be tightened this 
time, but there is little possibility 
that Washington will unlearn what 
it now recognizes: 

1. That public service advertis- 
ing is one of the most effective 
ways of telling large numbers of 
people about important war in- 
formation programs. 

2. That even a company entirely 
engaged in war production must 
have an opportunity to keep its 
name before those who will be 
its postwar customers. 


a Early in World War II, media 
and advertising leaders fought 
off the idea of paid government 
space and time, offering instead 
talent, time and space contributed 
through the Advertising Council. 

It was probably one of the most 
fortunate decisions in the indus- 
try’s history. So successfully was 
the plan carried out that today 
the White House maintains a 
special staff assigned exclusively 
for liaison with the advertising 
industry. 

It is worth while, by the way, 
to recall that President Harry S. 
Truman was once the Senate’s 
top authority on war mobiliza- 
tion. As chairman of the famous 
war investigating committee, on 
more than one occasion he voiced 
his disgust for “phoney” brag ad- 
vertising. 

But he also spotted and ap- 
preciated the important contribu- 
tions which advertising was mak- 
ing to the war effort. 


@ In 1944 he was firmly against 
paid government space and time. 
“To begin with,” he said, “our 
press and radio are too dependent 
on revenues from advertising for 
it to be less than dangerous to 
their existence if government bu- 
reaucrats were suddenly entrust- 
ed with huge sums of money to be 
spent for advertising and for the 
distribution of advertising among 
(Continued on Page 21) 
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Direct Mail Advertising tor 6 Months 
Totaled $434,184,751, DMAA Reports 


New York, Aug. 29—The dol- 
lar volume of direct mail adver- 
tising used by American busi- 
ness for the first six months of 
1950 was $434,184,751, according 
to figures released today by the 
Direct Mail Advertising Assn. 

The basis of the association’s 
figures, Frank Frazier, executive 
director, told AA, rests upon a 
formula devised about a year ago 
and first used in the association’s 
survey of direct mail advertising 
in 1949 (AA, March 13). It is 
based on questionnaires sent to 
business organizations that use 
the mails for advertising and sell- 
ing and on data supplied by the 
Post Office Department. 


e For July, 1950, DMAA reports 
the dollar volume of direct mail 
advertising was $63,539,232. 

The breakdown for the first six 
months is as follows: January, 
$73,325,234; February, $66,916,269; 


March, $79,027,650; April, $71,- 
931,796; May, $72,443,746; June, 
$70,540,056. 

Since monthly research was not 
undertaken until this year, Mr. 
Frazier said, comparable figures 
for last year are not available. 
However, he estimated that the 
dollar volume for the first half of 
this year is about 6% ahead of the 
first half of ’49. 


‘Mrs. America’ Promotion 
to Serve Two More Concerns 


June Patton Co., St. Louis, dress 
manufacturer, has contracted to 
use the endorsement of “Mrs. 
America” of 1950-51 during its fall 
and winter advertising campaign. 
Chambers Corp., Shelbyville, Ind., 
also will gear promotion to the 
same theme. 

Mrs. America Inc., New York, 
has reported that Simmons Co. 
and Kresge Stores have previously 
been scheduled for the same pro- 
motion. 


Rollash to Use Magazines 


Beginning in October, the Roll- 
ash Corp., Brooklyn, N. Y., maker 
of Rollash eye lash curlers, will 
use 28 to 40-line ads in eight mag- 
azines on a 12-time basis. The 
magazines are Glamour, Intimate 
Romances, New York Mirror Sun- 
day magazine section, Personal 
Romances, Screenland, Secrets, 
Seventeen and Silver Screen. 
Kenneth Rader Co., New York, 
is the agency. 


KEYL (TV) Appoints Two 


Bill Kelley, formerly on the sales 
staff of KTSA, San Antonio, and 
Larry Shelton, formerly in radio 
and television sales with West- 
inghouse Electric Supply Co., San 
Antonio, have been named account 
executives of KEYL (TV), San 
Antonio. 


O'Connell Gets Dermetics 


Dermetics Inc., New York, maker 
of cosmetics and toiletries, has ap- 
pdinted R. T. O’Connell Co., New 
York, to handle its advertising. The 
account was previously with Fred- 
erick E. Baker & Associates, Seat- 
tle. 


WHOSE APPLIANCES 
SHALL WE BUY 
FOR OUR NEW HOME? 


s 


“ 


LET'S LOOK AT OUR 


HOME OWNERS’ CATALOGS 
AND DECIDE! 


The greatest single factor of influence on buying 
decisions in the billion dollar custom-built housing 


Advertising Age, September 4, 1959 


Cecil & Presbrey’s 
TV Billings Slated 
for $4,000,000 Mark 


New Yorx, Aug. 30—Television 
billings for Cecil & Presbrey, es- 
timated on the basis of business 
already set for fall, will hit the 
$4,000,000 figure in the coming 
year. This is more than the total 
billings of the agency five years 
ago (ADVERTISING AGE placed C&P 
in the $10,000,000 category for the 
first time in 1949). 

Less than 12 months ago the 
agency had only one client in 
television—Speidel Corp., which 
has since been taken over by Sull- 
ivan, Stauffer, Colwell & Bayles— 
as sponsor of Ed Wynn on CBS- 
TV. This fall Cecil & Presbrey will 
handle shows for six advertisers 
and spot campaigns for several 
others. TV will contribute ap- 
proximately 25% of the agency’s 
fall-winter billings. 


a Two of these telecasts will be 
for brand new clients, Nestle Co., 
acquired from Doherty, Clifford & 
Shenfield about a month ago, and 
Bymart Inc., a company recently 
organized to sell Tintair. Nestle 
Co.’s first TV show, an audienc > 
participation session starring Don 
Ameche, ‘will start Oct. 1 on NBC. 
Time for Nescafe—Sundays, 
10:30-11 p.m., EST—has_ been 
cleared on 15 stations. 

Bymart will sponsor a weekly 


‘30-minute drama over CBS-TV 


beginning Oct. 18. “Mr. I. Magina- 
ation’s” Sunday afternoon trips 
into storyland will be aired by La- 
mont, Corliss & Co. this fall 
(CBS). “Beat the Clock,” another 
Columbia attraction, will be tele- 
vised under the sponsorship of Syl- 


vania Electric Products. 
Completing the list are Block 
Drug’s “Mystery Playhouse” 
(CBS) and Electric Auto-Lite’s 
“Suspense” (CBS). The latter, 
which has been in the agency’s 
stable since Thomas J. Maloney 
left Newell-Emmett Co., now Cun- 
ningham & Walsh, to join Cecil & 
Presbrey in Jar -ary, will soon re- 
turn after a summer hiatus. 


# Sylvania currently is running a 
spot test campaign in St. Louis, 
Lamont, Corliss sponsors “Small 
Fry Club” over WABD, New York, 
and is carrying spots for Nestle’s 
Quix and chocolate bars in several 
markets, 

The television department, under 
Director George Foley, a Newell- 
Emmett alumnus, is constantly ex- 
panding to take care of the new 
business. Bill Patterson, former 
CBS-TV producer, recently was 
named assistant to Mr. Foley. Phil 
Thompson, previously of Joseph 
Katz Co., moved in as TV copy 
chief. Three new producers have 
been added to the staff. Writers 
and producers still are being re- 
cruited. 


BBDO Gets Ray-Ban 

Ray-Ban sun glass division of 
Bausch & Lomb Optical Co, 
Rochester, N. Y., has named Bat- 
ten, Barton, Durstine & Osborn, 
Buffalo, N. Y., as its agency, 
The account was formerly han- 
dled by Ed Wolff & Associates, 
Rochester. No agency change in 
any other division of Bausch & 
Lomb is contemplated, according 
to M. C. Williamson, advertising 
manager for the company. 


Smith Agency Moves Oftices 
Louis A. Smith Co., Chicago 

agency, has moved from 3860 N. 

Michigan to 161 E. Grand Ave. 


* According to latest sales figures. . . 
Almost everything sells better in the 


Growing Greensboro Market 


Olsen's Ostrich Eggs 


BUT YOU’LL SELL MORE pack- 
profitably—in the 
Greensboro 12-County ABC Mar- 


aged foods 


exception > 


ket, where over 1/5 of the food 
sales in the’ South’s No. 1 state 


are made! 


Stimson’s Sturdy Steamers 


exception > 


market... Home Owners’ Catalogs. BUT YOU'LL SELL MORE autos, 


trucks and accessories in the mar- 
ket in the state that leads the 
South in auto and truck registra- 
tions! 


The most effective, most economical distributor of 
consumer sales literature to the greatest number of 
qualified home-planners ... Home Owners’ Catalogs. 


More manufacturers’ consumer catalogs distributed 
via Home Owners’ Catalogs in 1950 than ever before 


----- -----exception } 


—over 2,480,000! Kasper's Kooking Kauldrons 
: BUT YOU’LL SELL MORE home 
See Standard Rate & Data Service appliances in the market where 


1/6 of our state’s population ac- 
counts for 1/5 of North Carolina’s 
total retail sales! 


for rates and complete data. 
Or write to.... 


70% coverage of the Greensboro 12-County ABC Market— 
and selling influence in half of North Carolina! 


Sales Management Figures 


HOME OWNERS CATALOGS 
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What happens to 
reading habits when 


television moves in? 


The answers—plus 
other significant 
findings about the 
Comics Magazine 
audience—are all 

in a just-released 
Stewart, Dougall. 
continuing study 

of Comics Magazine 
readership in Dayton, 
Ohio. Write for 
your copy of the 
complete study. It’s 


yours for the asking. 


ational 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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More Publications 
Raise Their Rates 


New York, Aug. 31—Eight 
more publications have announced 
increases in advertising rates and 
circulation guarantees this week. 

Effective with the February, 
1951, issue, Glamour will increase 
its basic page rate from $1,800 
to $2,050. 

House Beautiful will raise its 
basic b&w page rate from $2,750 
to $3,000, based on an increased 
net paid circulation of 525,000, ef- 
fective with the February, 1951, 
issue. 

Esquire Inc. will increase the 


rates of Esquire, Coronet and Es- 


ANNER 


ADVERTISING AND PUBLICATION 


pore PRINTING 


Akron, Ohio 
FRED W, DANNER — PRESIDENT 


quire’s Apparel Arts effective 


Running counter to the trend 


with the March, 1951, issues. For| was Dell 1 ublishing Co., which 


a basic b&w page, Esquire will be 
up from $4,100 to $4,350, with a 
circulation guarantee up from 
650,000 to 700,000; Coronet will 
raise its basic b&w rate from $4,- 
025 to $4,275 and circulation (uar- 
antee from 2,300,000 to 2,450,000; 
and Esquire’s Apparel Arts will 
increase its basic b&w rate from 
$340 to $395. 


ws Effective with the March, 1951, 
issue, Radio & Television News 
will increase its rates an average 
of 12%. The basic b&w rate will 
be up from $850 to $950. The cir- 
culation is now 208,000. 

Popular Photography will also 
make a change in March, going 
from $1,500 to $1,975, based on 
435,000 circulation. 

McCall Needlework’s basic b&w 
rate will go from $1,800 to $2,100, 
effective with the fall-winter 
1951-52 issue, on sale July 10, 
1951. The circulation guarantee 
will be increased to 675,000 from 


the current 600,000 figure. 


said rates would remain unchanged 
throughout 1951 for all its maga- 
zines. Harold F. Clark, Dell ad- 
vertising sales director, said the 
company is currently selling about 
20,000,000 copies a month and that 
“business was never better.” Dell 
magazine cover prices will also re- 
main unchanged, 


Issues Philippine Guide 


American Foreign Credit Under- 
writers Corp., 170 Broadway, New 
York, has published the first post- 
war edition of the “Market Guide 
for the Philippines.” It lists more 
than 2,500 leading commercial and 
industrial concerns in the Philip- 
pines, with credit and capital rat- 
ings. Also included is a detailed 
study of the Philippine market. 


Open New York Agency 


Scribner, ng ae, Pope Inc., 
a new agency, has nm opened at 
11 E. 44th St., New York 17. 
Principals are Romeyn B. Scribner, 
Raymond L, Balasny and Charles 
A. Pope. 
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New Magazines 
Undeterred by 
Rising Prices 


New York, Aug. 31—Despite ris- 
ing paper costs and mounting pub- 
lishing outlays generally, at least 
13 new consumer magazines are in 
the works or have recently made 
their debuts. 

Biggest of the newcomers cir- 
culation-wise are Everywoman’s 
and Better Living, both of which 
will bow early next year with 
1,000,000 guarantees. Both month- 
lies will sell for 5¢ and both will 
be distributed by supermarket 
chains. Everywoman’s (Everywo- 
man’s Inc.) is asking $2,600 and 
Better Living (Mass Market Pub- 
lications), $3,750 per b&w page. 

First issue of Flash, a picture 
digest, hits the newsstands to- 
morrow, -Sept. 1. The publisher, 


=e Catalog 
anduste ened in 
—— types of insti- 
tutions: 


Hotels 
Hospitals, Sanitariums 

NT and Universities 
Schools 


Industrial Institutions 
y. Navy and Govern- 
ment Buyers 
Restaurants, Cafeterias 
Steamship Lines and 
Shipyards 
Railway Systems 
Airlines 


yun’ ak YWCA’s and 
City and Country Clubs 
ties 


Utili 
Architects, Engineers, 
— and De- 


omer Institutions 


| CATALOG DIRECTORY — 


tee ae min ORG 


acon 


with 


INSTITUTIONS PUBLICATIONS 


Large consumers and big buyers in both Government 
institutions and Civilian institutions constitute the 
readers of INSTITUTIONS MAGAZINE and users 
of INSTITUTIONS CATALOG DIRECTORY. 
Faced with the same problems of the mass feed- 
ing and mass-housing of millions of people 
daily, they find the answers to their common 
problems of food service, equipping, furnish- 

ing, maintaining, remodeling and expansion 
in these two publications. As sources of 
buying information, both publications are 
unparalleled as they are the only ones 
serving all segments of the institu- 


tions field. 


Following are 
Shed b 


types of procurement officers 
y INSTITUTIONS PUBLICATIONS: 


Ordnance Districts 


Armed Services Medical 
Procurement Agenis 
Cc. Ai a 1 


Aviation Supply Offices 

Air Material Commands 

Laboratory Offices, 
Contracting Division 


Quartermaster 


Departmen 
CONSULT YOUR ADVERTISING VLcENcY 


Your Advertising Counsel can render an indispensable 
service in planning the solution to one of your most 
important and basic sales problems . . . That of placing 
your product data in the hands of the individual men 
and women who specify or actually place the order for 
your firm’s products. Ask your agency today. 


INSTITUTIONS MAGAZINE 
INSTITUTIONS CATALOG DIRECTORY 


1801 PRAIRIE AVE. 


Purchasing Offices 
Supply and Facilities 
Divisions 


Veterans 


-| Confessions, a 25¢ magazine for 


Andrews Associates, would not 
announce figures on the new 10¢ 
monthly’s expected circulation, 
except to say 1,000,000 is expected 
by the end of the year. Flash is 
not accepting advertising at the 
moment but may switch over in 
a few months. 


a People Today, new fortnightly 
10¢ pocket-size magazine put out 
by the publishers of Newsweek, 
is expanding its number of test 
cities from 18 to 45. Spokesmen 
said the magazine “won’t go na- 
tional suddenly” but that when it 
does it would aim at 500,000 o 
600,000 paid circulation. Whether 
the magazine will take advertising 
at that time hasn’t been decided, 

Books For You, another month. 
ly, being brought out in Septem- 
ber by Radon Publishing Organi- 
zation, will ask $1,000 per b&w 
page based on a minimum guar- 
anteed circulation of 500,000. Goal 
of Books For You is to increase 
book sales for local retailers and 
book stores. 

A circulation guarantee of 350, 
000 is offered by Periodical House 
Inc., New York, for its new mag- 
azine, Revealing Romances, being 
sold to advertisers in combination 
with Secrets. Combined circula- 
tion of the group is 1,050,000. Re- 
vealing Romances is being pub- 
lished on a bi-monthly basis be- 
ginning with the October issue, 
Expectations are it will shift to 
a monthly setup next February. 
The newcomer’s b&w page rate is 
$665. Group rate is $1,835. 


ms Macfadden Publications is rep- 
resented by two entries: Good 
Cooking, a 25¢ magazine guar- 
anteeing a circulation of 250,000, 
and Saga, an adventure monthly 
with a guaranteed circulation of 
200,000. Good Cooking is seeking 
no advertising for the first six 
months except for back covers, 
Saga’s ad base rate is $2.50 per 
1,000. Both books recently reached 
the newsstands. 

Mid-October should see Tan 
Negroes, reach the newsstands, 
Tan Confessions’ guaranteed cir- 
culation will be 200,000 and _ its 
b&w page rate will be $600. Pub- 
lisher will be the Johnson Pub- 
lishing Co., Chicago, which puts 
out Ebony. 

Hot rod and racing enthusiasts 
got their first look at Motorsport 
last week, when the new 25¢ mag- 
azine reached the stands. Motor- 
sport printed 100,000 copies, and 
its b&w page rate is $300. 

Other new magazines include 
Gallery, covering the exhibition 
world in the fine arts field, Intro, 
literary and art publication, and 
Wedding Bells, a bridal quarterly 
whose ad rate ($500 a b&w page) 
is based on a 50,000 guarantee. 
Gallery is asking $90 a page and 
Intro, $40. 


Publishes Directory 


Northwestern Lumbermens 
Assn., 1013 Fourth Ave. S., Minn- 
eapolis, has published ‘“North- 
western Blue Book,” annual direc- 
tory publication and buying guide 
for building materials. The 20-page 
book contains listings of 3,000 lum- 
ber yards in Minnesota, the Dako- 
tas and Iowa, plus a buying classi- 
fication, yellow section of manu- 
facturers products and listing of 
personnel. Copies are available at 
$5 each. 


Signs ‘Alan Young Show’ 


Starting Sept. 14, Kroger Co., 
Cincinnati, will sponsor the “Alan 
Young Show” in 19 midwestern 
and southern television markets. 
This CBS-TV show will be seen 
Thursday nights on most of the 
stations. Ralph H. Jones Co., Cin- 
cinnati, is handling the show for 
Kroger. 


Gets Furniture Account 


Ritter-Gronich-Dearborn Corp., 
New York, has named Alfred Paul 
Berger Co., New York, for adver- 


7 CHICAGO 16, ILL. 


tising of its furniture line in busi- 
ness papers and by direct mail. 
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Publishers 
Hurt Little by 


| Canadian Tie-up 


Toronto, Aug. 31—Canada’s 
paralyzing railroad strike, which 
ended yesterday on its ninth day, 
left newspaper and magazine pub- 
lishers virtually unscathed. 

Strike leaders called off the 
{ strike last night shortly after Par- 

jiament passed a bill ordering 124,- 
000 rail workers back to their 
jobs. 

Major I. D. Carson, executive 
yice-president of the Periodical 
Press Assn. here, said “newsstand 
sales aren’t missing a beat thanks 
to truck or air cargo deliveries.” 

Major Carson explained that 
Canadian post office regulations 
permit a publisher to carry copies 
of his newspaper or magazine to 
the post office in the city of pub- 


_| lication, have them weighed and 


then find his own method of 
transporting them to the post of- 
fice of destination. Here the post- 


| master takes over and mailmen 


deliver the copies. 


s Canadian publishers, he said, 
were getting the cooperation of 
the National Automotive Trans- 


, portation Assn., a group he esti- 


mated as controlling about 700,000 
trucks. 

Major Carson said no publica- 
tions had been forced to cut down 
on the size of their issues because 
of the strike and pointed out that 
no difficulty had been experienced 
over newsprint stocks “because of 
stepped-up water-borne deliver- 
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The strike posed more serious 
problems for American newspa- 
per publishers, who had an av- 
erage of 40 days’ supply of news- 
print on hand on July 31 (ANPA 
has no later figure) and who have 
received no shipments from Can- 
adian mills since Aug. 22, when 
the strike began. 


es In New York, Cranston Wil- 
liams, general manager of the 
American Newspaper Assn., told 
AA yesterday that some newspa- 
pers had cut down the size of their 
issues and that some were using 
trucks and ships to bring in news- 
print from Canada. He said there 
was “no telling” about the over- 
all size of these shipments. 

Mr. Williams today warned 
American publishers that it will 
“take days to get trains operating 
normally” and that they “should 
continue to watch carefully their 
stocks of newsprint on hand and 
should control the number of pages 
in their newspapers accordingly.” 

“The superhuman effort of the 
Canadian newsprint producers in 
continuing the making of news- 
print even though much of it could 
not be shipped forms a bright spot 
in this picture,” he said. 

Many American publishers of 
magazines and newspapers, it was 
learned, were keeping their Can- 
ada-bound mail aside, planning to 
send the backlog as soon as the 
railroad strike was settled. 

Earlier this week, agencies 
were asked by the American Assn. 
of Advertising Agencies to coop- 
erate fully with U. S. and Can- 
adian newspapers in granting op- 
tional insertion dates during the 
several-day leeway period sought 
by some publishers. 


Schedules PR Panel 


meeting of the Pacific Coast Assn. 
of Port Authorities at Lake Tahoe, 
Cal., Sept. 6-8. The panel is the 


don, director of public relations, 
Port of Seattle, is panel chair- 
man. 


A public relations panel has| 
been scheduled for the annual| 


first on public relations in the as- | 
sociation’s 36 years. John M. Hay-| 
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Chico TV Show to Bow 


“The Sugar Bowl,” starring 
Chico Marx and produced by Mar- 
tin Gosch Productions, will make 
its debut over the American 
Broadcasting Co. television net- 
work, Monday, Oct. 2, at 8 p.m., 
CST. The musical comedy pro- 
gram is sponsored by Pharma- 
Craft Corp. and American Safety 
Razor Corp. 


McGlone Made Agency Partner 

James W..McGlone Jr. has re- 
signed as a representative for 
True’s midwestern office to be- 


come a partner and executive vice- 
president in charge of new busi- 
ness for Friend-Sloane Advertis- 
ing, New York. Mr. McGlone was 
previously associated with Es- 
quire, Parents’ Magazine and R. 
H. Macy & Co. 


Names O’Brien & Dorrance 


Avery-Knodel Inc., radio and 
television station representative, 
has appointed O’Brien & Dorrance, 
New York, to handle its advertis- 
ing. A campaign will start in Sep- 
tember using trade publications 
and direct mail. 


if you make any of these products — 


Lubrication Engineering 


can sell them for you @ WRITE FOR FACTS 
343 S$. DEARBORN ST. CHICAGO 4, ILL. 


lt’s the early paper 


that gets the sales 
IN THE RICH DALLAS MARKET 


The Dallas News reaches 229 cities and towns of Texas’ rich 72-county area at breakfast time. 


Twenty percent or more of all white families in 208 of these communities subscribe to The 


Dallas Morning News. 


Over 40 percent of Texas’ population and net effective buying income is in this area. Leading 


Dallas merchants say 40 percent of their business comes from outside Dallas County. 


That’s why a bright and early sales talk is important. That's why Dallas News advertising gets 


results! It gets there before these shoppers start out for a day in Dallas! 


More people buy The Dallas News . . 


more people read The Dallas News 


than any other Dallas Paper. 


XU 


950 | 5 Z 
d not TT ) | 
wu 10¢ | 
ae es | ferin,, 
a Gears . 
sh is lubricants te 
* | teint , oh 
ver in Filtration Equitt , 
ee | Conners "e80 ll 
Light] | Teoma ond 
ie APPoretv, 
ut out Hydraulic Sqvipesens 
sweek, 
of test The only Publication Devoted Exclusively to Lubrication 
esmen 
sO Na- | 
hen it ; 
00 or —a 
hether Pere 
rtising ‘ } 
cided, 
nonth. ‘ | 
‘ptem- , 
rgani- | - 4 me: 
x ve! a 
. Goal : = s sd * «3 
sal = (SS Fh Dotty of ~~ 
"Ss and a . 2S" = a bi a 
—_ a SS SS vf ee 3 4 : + 
f 350,- | ws —— = ¥ i 3 : 
mag SS — es Spt ate es 
being =" BW a) : gu ‘ % 
nation CO « _— - , ‘ ’ ‘ee Kg "3 " ‘Lt 4 f 
| 7 ™ ‘ Se pep ‘ f a 
rcula- 3 é , = S + oth 4"! 
0. Re ll IOS aap ot | oth dbenne 3 y fa #41) r= a, 
pubs ee <a 4 eee pre: y. 45 andl sari 
is — _ ve 4 i A sa, 
ae ml ; ri yt 
issue, | : mini ; yj 3 Wien ALE 
; —p al Cy Aer. i” ety? 
cual ee ln calla Wipe Fee ad 
ruary ay. —— + + aa tail a FB 
ate i = gle i wens - 
pi : eke 
| eget yr) oi + a 
5 rep- | Y he 
Good 
guar- 
0,000, | ; . 
ynthly | ; ae a 
on of Pte 
e king eS 
overs. _ ee 
0 per es 
ached ae 
Tan | a 
e for ee 
Lands, Bee 
1 cir- A 
id its eee 
Pub- 
Pub- 
puts : . 
ee 
| PS t 
| : 
: | ae a 
| 
| ee 
| 4 
: * 
| | eo ba 
re ~ - 2 
p—| 9 Ohe Pallas Alornma rs 
viele tine CRESMER & WOODWARD, INC., Representatives; 5 F 
| a New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles  — Be 
Ww RADIO-TELEVISION STATIONS WFAA &® TEXAS ALMANAC | : 
Pe — 
! - 
Ti pair MG Asam Ctaee cacti POSH Se Re er San eae tere We eRe ey eee Be et He ene a bei "a Wee ee ee ee eres en 


Beam Opens Largest 
Campaign Sept. 11 


(Picture on Page 1) 

Cuicaco, Aug. 31—When the 
man in the ad says, “Ah, that’s 
not just whisky...that’s BEAM 
... real bourbon,” in newspapers 
the week of Sept. 11, James B. 
Beam «Distilling Co. will have 
launched its largest campaign. 


FILMS 


vanure WA 


vertising with our 
downtoearth TV 


In addition to the 560-line news- 
paper ads in 50 cities, the com- 


| pany will use half pages in Es- 


quire, Fortune and Holiday during 
the fall and Christmas seasons, 
outdoor from coast to coast, spec- 
taculars in Chicago and Rock Is- 
land, Ill., dealer display material, 
national and local trade publica- 
tions and direct mail. 

During September, distributors 
will receive window displays that 
tie in with the personality theme 
of the Beam publication and out- 
door ads. 

Arthur Meyerhoff & Co. here 
handles the account. 


New Stencil Cutter at Show 

Stenafax, a new electronically 
operated stencil cutter, will be un- 
veiled Oct. 23 at the National 
Business Show at Grand Central 
Palace, New York, by the Times 
Facsimile Corp., a subsidiary of 
the New York Times Co. 


Rundle Moves Oftices 

J. B. Rundle Advertising, New 
York, has moved to new offices 
at 401 Broadway, New York 13. 


Network Gross Time Charges 


Source: Publishers Information Bureau 


RADIO 
Seven Seven 
July July Months Months 
1950 1949 1950 1949 
American Broadcasting Co. $ 2,275,133 $ 2,788,151 $ 21,790,145 $ 26,253,312 
Columbia Broadcasting System 4,515,645 3,779,469 40,587,495 37,331,254 
Mutual Broadcasting System 1,057,200 1,133,315 9,550,844 412, 
National Broadcasting Co. 4,455,431 4,384,305 37,365,474 37,873,390 
Total $12,303,409 $12,085,240 ,293, 870,545 
TELEVISION 
Seven Seven 
July July Months Months 
1950 1949 1950 1949 
American Broadcasting Co. $ 220,466 $ 119,674 $ 2,156,194 $ 470,313 
Columbia Broadcasting System 292,784 114,401 4,833,615 1,173,309 
DuMont Television Network bd 73,714 bd 486, 
National Broadcasting Co. 937,004 317,775 8,438,240 2,746,396 
1,450,254 $ 625,564 $ 15,428,049 $ 4,876,505 


Total 
*Not available 


Gordon Forms PR Group 


Jesse Gordon, formerly public 
relations director and assistant to 
the president of Robert Metrick 
Co., has organized his own public 
relations company, to be known as 
Jesse Gordon & Associates, 1819 
Broadway, New York. 


Mutual Promotes Overall 

John R. Overall, a salesman 
with the Mutual Broadcasting 
System for several years, has been 
named sales manager of the net- 
work’s eastern division, New York. 
He replaces Duncan R. Buckham, 
who resigned. 
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' Partial tabulation of some 
of the features to which Free 
' Press readers respond best 


Dress and needlework . 


EM ee ce MRE 


‘Home and Home 
improvement... .41,013 4 


WW DON’T EXACTLY tag our pages “please 


6 MONTHS | 


re 


You can call this “reader interest 


ply”, but we might as well. 

It’s not unusual at all for the girls in our 
Women’s Service Bureau to unhook the telephone 
receivers four thousand times in one day to answer 
queries from women readers. 


“response”, 


“curiosity”, or anything you wish. You will be 


«++ 42,103 | 


....38,931 
i Oa 
eee .17,993 


wo ce SP 


‘i 


impressed with the fact, we believe, that the 
pages of the Free Press are being WELL READ 
by a lot of people. Over 222,000 responses in six 
months is good evidence. 

Your advertising, too, can take fullest advan- 
tage, and exclusive advantage of this outstanding 
reader interest in The Detroit Free Press. For this 
there is no “extra fare”’. 
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Shortages Lead 
Western Stove to 
Stop Co-op Ads 


CuLver City, CAL., Aug. 31~— 
Western Stove Co., manufacturer 
of Western-Holly gas ranges, has 
announced a policy of “who shall] 
get what” during the current per- 
iod of possible shortages, with the 
objective of assuring each of its 


7| dealers a proportionate share of 


the ranges produced. It also has 
eliminated its cooperative ad pro- 
gram, to implement the policy. 

The allocation plan was an- 
nouriced to dealers by letter, and 
will appear in an ad in the Sep- 
tember issue of Western Radio & 
Appliances. It contains the follow- 
ing points: 

1. Allocation will be made to 
all loyal Western-Holly dealers as 
production permits. While no set 
quotas can be set at present, both 
large and small dealers “are as- 
sured of deliveries as ranges be- 
come available.” No large antici- 
patory orders have or will be ac- 
cepted. No hedging of dealers will 
be permitted, according to Henry 
Honer, company president. Firm 
delivery dates, as well as factory 
pickups by dealers, are eliminated 
under the policy. 


es 2. Cutting the number of gas 
range models in the line is the 
“obvious corollary” to restricted 
purchases by dealers, the letter in- 
dicates. Only the most popular 
models will be made, plus some 
others where favorable parts or 
materials inventory exists at 
present. 

3. In view of uncertainties in the 
steel and other markets, deliver- 
ies of Western-Holly ranges will 
fluctuate according to conditions 
at time of shipment, the plan re- 
veals. Every effort will be made 
to maintain present price levels, 
although many suppliers are in- 
creasing their prices. 

4. As an effort to reduce the 
amount of advertising of scarce 
merchandise, the policy calls for 
the elimination of cooperative ad- 
vertising of ranges. “During the 
present uncertain period,” the let- 
ter to dealers asserts, “we believe 
that our country’s national pro- 
gram can best be served if all re- 
tailers would refrain from en- 
couraging ‘scare buying’ by not 
advertising appliances which are 
critically short.” 


w The cutting off of cooperation 
in dealer advertising is designed 
to implement the “over-all pur- 
pose of the allocation plan,” ac- 
cording to company officials. 

The plan was conceived when 
Western Stove was swamped with 
orders as the war situation de- 
veloped—“like everyone else in 
the appliance industry,” says 
Lloyd C. Ginn, general sales man- 
ager. To inaugurate the alloca- 
tion policy, all orders were held 
until the present system was set 
up. 
Each dealer was given an al- 
location number, based on his 
purchases for the first six months 
of 1950. His orders are checked 
against it. If current orders ex- 
ceed the allotment, the Western- 
Holly salesman talks to the dealer 
and writes a new order in con- 
formity with the dealer’s allot- 
ment. 

Dealer reaction to the plan has 
been good, officials said. 

Brooks Advertising Agency, Los 
Angeles, handles the account. 


Dunn Joins Capitol Records 


Lloyd W. Dunn, formerly execu- 
tive vice-president of Abbott Kim- 
ball Co., Los Angeles agency, and 
previously a partner in the Dunn- 
Fenwick agency, has been appoint- 
ed merchandise manager of Capi- 
tol Records Inc., Hollywood, Cal. 
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Miss Emerson Likes 
Coffee, But Whose 


Is Her Favorite? 


New York, Sept. 1—Fay Emer- 
son's television sponsor probably 
doesn’t ride the subway. Which is 
just as well. 

Should any executive of Snow 
Crop Marketers find himself in 
the subway, he would no doubt be 
quite surprised to see the kind of 
coffee endorsed on a car card 
featuring Miss Emerson. The 
blonde actress has been pitching 
hard for Snow Crop’s frozen cof- 
fee on her CBS-TV show this sum- 
mer, but in the transportation 
medium it’s a different story. 

“Faye Emerson says the best 
coffee at any price is still Ehler’s 
Grade A Coffee,” the car card 
reads. Unquestionably this ad has 
been around a long time, since it 
plugs “Guilty Bystander,” an Em- 
erson movie made more than a 
year ago. 


‘Close’ Pricing 
Will Cut Profits: 


Munitions Board 


WASHINGTON, Aug. 30—The Mu- 
nitions Board said today that it 
expects military procurement of- 
ficers tc use “close” pricing poli- 
cies, which will greatly reduce the 
volume of military business re- 
sulting in “excessive” profit, sub- 
ject to renegotiation. 

Warning that the urgency of 
needs will not be used as an ex- 
cuse for waste of defense funds or 
inefficient buying practices, the 
Munitions Board said it will in- 
sist on detailed estimates of cost 
components when negotiating fixed 
price contracts. 

“Prevention of excessive profit 
in advance is considered to pro- 
vide not only stronger incentive 
for good performance, but stronger 
support for wartime production, 
distribution and stabilization con- 
trols,” the board said. 


s In cost plus contracts, procure- 
ment officers will continue to en- 
force Section XV of the procure- 
ment regulations, the contract cost 
principles adopted by the services 
a year ago. Under these regula-| 
tions, the only advertising paid by | 
the government in cost plus con-| 


tracts will be ads in trade and 
technical journals and help wanted 
ads. 

Spokesmen for the services in- 
dicated that the contract cost 
principles will be used as a guide 
in examining cost breakdowns 
during the negotiation of fixed 
price contracts, the most common- 
ly used type of supply arrange- 
ment. They conceded, however, 
that procurement officers will not 
be bound exclusively by these 
principles in arriving at price, 
and will retain freedom to write 
contracts including other costs 
which might be considered “rea- 
sonable.” 


Brand Names Foundation 
Cites Hawaiian Retailers 


Certificates of merit have been 
presented by Brand Names Foun- 
dation, New York, to two Honolu- 
lu stores, Easy Appliance Co. and 
the Fair Department Store. This 
is the first time certificates have 
been presented to retail advertis- 
ers outside the North American 
continent. 

Easy received the award for a 
full-page ad which appeared in 
the Honolulu Star-Bulletin. The 
ad featured scores of familiar 
brand names and showed how they 
were “helping to build a better 
Honolulu.” The Fair won with an 
ad in the Honolulu Advertiser 
which stressed the value, style, 
variety, service and quality pro- 
vided by brand lines of infants’ 
wear. 


Wedlake Joins Denham 


C. J. Wedlake has resigned as 
managing editor of Production En- 
gineering & Management and has 
joined Denham & Co., Detroit, as 
an industrial account executive on 
public relations and merchandis- 
ing. 


Davis To Mendelsohn Agency 

David J. Mendelsohn Advertis- 
ing Agency, New York, has added 
Ruth Davis, formerly with Alan 
Berni & Associates, as copy and 
public relations director. 


Joins Cunningham & Walsh 

Robert C. Gellert, formerly with 
Robert “V7. Orr & Associates, has 
been cippointed art director of 
Cunninzaam & Walsh New York 
agency. 


Kevin Cronin Joins Metro 


Kevin W. Cronin, previously 
with Crowell-Collier Publishing 
Co., has joined the Chicago sales 
staff of Metropolitan Sunday 
Newspapers Inc. 
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“Congratulations to The New York Times 
on its dramatic new food page,” 
says Marye Dahnke, Director of the 
‘Consumer Service Department, 
Kraft Foods Company 


“T am glad to add my congratulations to others The New York Times 
has already received on its dramatic new Thursday food page,” says 
Miss Dahnke. “The New York Times News of Food has always been 
up to the minute, and most helpful to homemakers in planning menus, 
keeping up with what’s new in foods, and pointing out plentiful foods 
for thrifty buys. The dramatic new presentation of this same fine food 
news makes The New York Times Thursday food page doubly useful. 
I am delighted with the number of photographs, and am sure home- 
makers will find the recipes irresistible now that they can see how 
attractive the foods look when ready to serve.” 


And because it is helpful and useful, the daily food page in The New 
York Times attracts thousands of smart New York women seeking its 
help in feeding their hungry families. This makes the page especially 
useful to smart food advertisers seeking better business in this biggest 
of all food markets, where The New York Times has been the adver- 
tising leader since today’s homemakers were little girls. Find out all 
about it today. 
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Bastian Plans Biggest Drive 

John Bastian Bulbs, Grants Pass, 
Ore., producer of gladiolus bulbs, 
is completing plans for its largest 
ad compaign. The budget calls for 
an expenditure of at least $10,000 
for November-December adver- 
tising, followed in January by a 
trade publication campaign. News- 
papers will be used in February 
and March. Stanton Advertising 
Service is the agency. 


U.S. Rubber Moves Service 


The mechanical goods division 
of U.S. Rubber Co. has transferred 
its sales and technical service ac- 
tivities for printing materials from 
New York to Providence, R. I. The 
move is aimed at closer coordina- 
tion between sales and production. 


‘ 


Tilghman Starts Test Drive 

Tilghman Packing Co., through 
its agency, VanSant, Dugdale & 
Co., Baltimore, is testing its new 
|Pan-Ready herring with special 
campaigns in Richmond, Va., and 
Louisville. Newspapers and point 
of sale are being used. As a special 
get-acquainted offer, the large size 
can is priced at 29¢. 


Higgins Joins Weintraub 


Charles M. Higgins, formerly 
with Outdoor Advertising Inc. and 
the Mutual Broadcasting System, 
has joined William H. Weintraub 
Inc., New York, as account ex- 
ecutive for Blatz Brewing Co., 
which has appointed the agency 
(AA, Aug. 14) to handle its ra- 
dio and television activities. 


8x10 genuine glossy photos 


in quantities 
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‘Fortune Blasts 
Institutional Ad 
Practices, NAM 


(Continued from Page 1) 
only last year Time-Life-Fortune 
explained advertising in a series, 
and committed some of the errors 
described in the article. 


a What makes it impossible for 
inspirational copy to be good com- 
munication, Fortune says, is the 
fact that the business man running 
the campaign isn’t sure exactly 
what it is he’s trying to communi- 
cate. “The why is plain enough. 
To oversimplify, he is doing it 
because he is sincerely worried 
over what has been happening at 
the polls. What he is after, to put 
it bluntly, is a Republican victory.” 

In Fortune’s view, “The fine 
art of listening remains one of the 
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most overlooked tools of manage- 
ment...It is in this respect that 
we see the most fundamental error 
of the free enterprise campaign. 
It’s the other fellow who is sup- 
posed to do all the listening. 

“It is in the field of mass com- 
munication that our failure to 
bridge the gap is being most 
graphically expressed. Never be- 
fore has the professional spent so 
much time at the mirror. Increas- 
ingly writers are writing about 
writing....radio comedians are 
joking about radio comedians... 
newsreel cameramen are photo- 
graphing newsreel cameramen 
making newsreels. There is hardly 
a medium in which professional 
incest is not rife. 


= “Advertising no less than the 
others. It spends vast sums in try- 
ing to find out the nature of its 
audience, yet for all its market 
surveys, its conception of life 
frequently appears to be based less 
on life than on the conception of 
it that previous advertising has 
erected. It has become a habit of 


What is your advertising doing for your salesmen? 


SUCCESSFUL, HARD-WORKING ADVERTISING 
THERE'S NOTHING TO TOUCH.. ee 


Urban Coverage 


If you set out to plan an advertising campaign with one 
thought in mind—to help your salesmen, who are 
entering a period of tough competitive selling, you'll 
pick the Star Weekly as the best medium because: 


Volume Sales 


The Star Weekly is read by more Canadian families 
than any other publication—900,000 every week. This 


oup comprise the largest single market reached by any 
Chacdien publication. Back up your salesmen by 
advertising in the Star Weekly and get volume sales. 


buy the Star 


50% of the English-speaking families in urban centres 
eekly. These are the populated areas 


where your sales possibilities are greatest. Your salesmen 
will receive good advertising support in each urban centre. 


Each salesman gets the 
advertising dollar spent 
example, a 


Economy 


eatest possible help out of every 
cause costs are not high. For 
e of colorgravure costs $3.65 per thousand 


families—the lowest cost for color of any publication. 


Impact 


Advertising makes an impression in the Star Weekly with 
its full sized rotogravure pages or in the larger magazine 


sections. The greater the impression the greater the sales. 


FOR DOWN-TO-EARTH, 


Montreal Office: University Tower 


the STAR WEEKLY 


80 KING STREET, WEST, TORONTO, CANADA 


U.S. Representatives: Ward-Griffith Co. inc. 


useful datic 


We have surveys on our audience and our readership; 


circulation analyses, and comparative figures on all aspects 
of the Star Weekly. Write or phone us or your advertising 
agency for general details or specific facts. 


thinking—rooted, fundamentailyg 
in the same refusal to concede thé 
disturbing new complexities of ougj 
society that have plagued all com 
munication.” 
Also short-circuiting communis 
cation between business and thé 
American public is the “cult of 
word worship.” Advertising, Fors 
tune claims, “has so prostrated its 
self at the altar of word worshig 
that it has succeeded in creating @ 
whole language of its own.” “Whil¢ 
Americans are bilingual in thigl 
respect,” the magazine continuegmm 
“none can confuse the language of 
advertising with their own. On th@ 
average, only one out of every 
ten consumer ads is free of coing 
ages and word groupings peculiagy 
to advertising (e. g., ‘rich, tangy 
goodness,’ ‘anatomic styling,’ ‘yes™ 
folks everywhere say...’ etc.).” 


s Asserting that the great enemy 
of communication is the “illusion” 
of it, the magazine declares that 
“we have talked enough; but we 
have not listened.” Communica- 
tion, in short, is a two-way street, 
And before there can be any real 
communication, there must be 
trust. Management must enjoy the 
confidence of its people and the 


public. 
The sturdy foundation of suc- 
cessful communication, Fortune 


adds, is participation. Beyond that, 
however, “there is still very little 
we really know about good com- 
munication.” 

The NAM—which seems to be@ 
everybody’s example of how not 
to run institutional copy—comes 
in for severe treatment. Fortune 
quotes (but does not attribute) 
typical comments about the NAM, 
Samples: “Capitalist talking to 
capitalist”; “The average free en- 
terprise ad is a lot of junk, the 
NAM is a lousy spokesman”; 
“Free enterprise advertising isn’t 
worth a goddam. If they spent 
half the time and money on the 
free enterprise that they use talk- 
ing about it to each other, they 
wouldn’t need to advertise.” “Un- 
ions accomplish more with no 
goddam advertising.” 


w “The field is already infested 
with charlatans and it will be 
more so in the future,” the maga- 
zine warns. “There is little ex- 
change of lessons between medi- 
ums—advertising learns too little 
from selling, selling too little from 
industrial relations, and so on— 
nor has there been enough ex- 
change of lessons between com- 
panies; for many executives have 
been unaware that what they see 
as a problem peculiar to their 
situation is giving ulcers to busi- 
ness men everywhere.” 
Thus, Fortune concludes, 
American business man has 
hell of a job” ahead of him. 


the 
sa 


Committee Opposes Law 
Against Alcoholic Beverages 


Citizens 317 Committee has 
been formed in Oregon opposing 
the initiative measure whicn will 
appear on the general election bal- 
lot in November and which, if, 
passed, would prohibit the sale in 
Oregon of any alcoholic beverage 
“promotively” advertised (AA, 
July 24). The name comes from 
the fact that the measure goes on 
the ballot as No, 316—Yes, and 
317—No. 

The committee consists of repre- 
sentatives of media, advertising 
and alcoholic beverage industry 
interests. Jack N. Allen, a mer- 
chant in Pendleton, Ore., is chair- 
man. Richard G. Montgomery & 
Associates, Portland, has been 
named to handle the advertising. 


Joins ‘The New Yorker’ 

George Woodward, public rela- 
tions officer for Unesco in 
London, Paris and New York, has 
been named European representa- 
tive of The New Yorker. Mr. 
Woodward and Howard Baldwin, 
national advertising manager, 


have sailed for London to open 
an office for the magazine. 
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NEW SUBSCRIPTION ORDER FORM 


Please enter my Advertising Age subscription for 


[() 1 Yr. at $3 ( 52 issues) (—) Payment enclosed 
[) 2 Yrs. at $5 (104 issues) C) Bill me 
C) 3 Yrs. at $6 (156 issues) C) Bill my firm 


Name. Tite 


Firm BusinEss. 


STREET discedasiatienle alam 


City ZONE I ccissaiitainiadiecig tie 
But send my weekly copies to 
Home Appress 
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Advertising Age, September 4, 1950 


REVOLVING COPY—Ad and travel copy 
in the window above this display 
changes at 15-second intervals, so that 
in one minute all four brands on dis- 
play have been featured. Developed by 
the Wil-Jon Mfg. Corp., Chicago, these 
counter display devices will go into 
1,000 liquor stores in the Chicago area 
on Jan. 1, 1951. 


New Liquor Display 
to Be Installed by 
1,000 Stores in ‘51 


Cuicaco, Aug. 31—Wil-Jon-Mfg. 
Corp. here has developed a coun- 
ter display device for liquor stores 
which will be installed in 500 
package liquor stores and 500 com- 
bination tavern-package stores in 
the Chicago area on Jan. 1, 1951. 

The electrical-mechanical dis- 
play has space for four groups of 
three fifths or quarts of liquor 
each, with a window through 
which ad copy for each of the four 
brands is shown. A 15-second in- 
terval is allotted to each brand, 
and as copy for a particular brand 
appears in the window, the bottles 
in that group are illuminated, and 
a 15-second travel word sales mes- 
sage is presented. 

Ten national distillers have con- 
tracted to take space on the dis- 
plays, and four non-competing 
brands or types of liquor will be 
used on each display. Displays and 
copy will be changed every week. 


sw The principal advantage of its 
display device, Wil-Jon feels, is 
that it offers a maximum amount 
of advertising and point of sale 
merchandising in a minimum 
amount of space, eliminating the 
need to clutter counters and win- 
dows with a wide variety of ad 
displays. 

Display units designed for both 
window and floor use also are 
being manufactured, and the com- 
pany plans to expand soon into 
the grocery, drug and hardware 
fields. 

Wil-Jon submits copy ideas for 
the liquor displays‘to the distillers 
for approval, executes the art 
work, and acts as agent for all 
color printing. 


United Appoints Raven 


Eugene A. Raven, formerly with 
Guernsey Whitaker Studio, Chi- 
cago, has been named manager of 
advertising for United Air Lines, 
Chicago. He succeeds R. E. John- 
son, who has been promoted to di- 
rector of public relations and ad- 
vertising. 


What Do You Know about 
DOOR-TO-DOOR 
SELLING? 


Door-to-door ing — better known 
as DIRECT SELLING —is building 
adng quickly for many manu- 

It may be your answer to 


dwindling volume, vanishing profits, 


soari and cut-throat competi- 
tion. Di ~ fully explained 
in fascinating booklet—mailed FREE. 


Please write on your letterhead. 


OPPORTUNITY MAGAZINE 


Dept. A-30, 28 E. Jackson BI., Chicago 4, Ill. 


Adds New Ad Classification 
The Journal, Portland, Ore., has 
started a “Model Agencies” class- 
ification in its classified ad section. 
Under the regular “Help Wanted” 
classifications, the advertiser must 
have a specific position to be filled 
accompanied by a bona fide salary, 
or a selling job must specify com- 
mission in the ad. The establish- 
ment of the ‘new classification 
allows any licensed agency, such 
as those needing fashion, photo- 
graphic and advertising models, to 
advertise in the classified columns. 


DeVilbiss Names BSF&D 

Brooke, Smith, French & Dor- 
rance, Detroit, has been appoint- 
ed advertising and merchandising 
counsel for DeVilbiss Co., Toledo, 
medical atomizers, spray-painting 
equipment, air compressors, hose, 
exhaust systems, etc. 


Wooster Appoints Cooley 

J. W. Cooley, formerly produc- 
tion manager of Osborn Barlett & 
Associates, Cleveland agency, and 
advertising manager of Carlisle- 
Allen Co., Painesville, O., has been 
named assistant advertising man- 
ager of Wooster Rubber Co., 
Wooster, O., maker of Rubber- 
maid houseware and Kar rugs. 
Mr. Cooley will establish an in- 
ternal advertising production de- 
partment and supervise the com- 
pany’s direct mail and point of 
sale merchandising activities. 


Two Appoint Marcus Agency 

Mareus Advertising Agency, 
Cleveland, has been appointed to 
handle the advertising for Indus- 
trial Unit Heater Assn. and the 
Propeller Fan Manufacturers 
Assn., which have headquarters 
in Detroit. 


Form Onslow & Brown Agency 
A new advertising concern, Ons- 
low & Brown, Washington, has 
been formed as a result of the ex- 
pansion of Walton Onslow & As- 
sociates, public relations counsel- 
or. Partners are Walton Onslow, 
president, and Earl P. Brown, 
vice-president. Among clients are 
the National Assn. of Home Build- 
ers, National Lumber Manufac- 
turers Assn., Southwest Research 
Institute of San Antonio, Tex., 
Statler Hotel, Lake Bancroft Es- 
tates, Urban Land Institute, and 
Joseph P. Day, New York. 


Two Agencies to Move 

Geyer, Newell & Ganger and 
Hirshon-Garfield Inc. have leased 
space in the Squibb Bldg., 745 
Fifth Ave., New York, and plan 
to occupy their new quarters 
about Oct. 1. 


Continues Linen Drive 


The Irish Linen Guild, Belfast, 
Ireland, through Harold F. Stan- 
field Ltd., Toronto, will continue 
its ad campaign in Canadian mag- 
azines for the fiscal year beginning 
September. Full color ads will ap- 
pear in 10 English and French 
magazines in the pre-Christmas 
season to promote various items of 
Irish linen as Christmas gifts. 
Black and white ads will be used 
throughout the year. 


PERMANENT 


DISPLAYS 


FOR NATIONAL ADVERTISERS 


Harve Feauill &- Company 
11 E.WALTON PLACE - CHICAGO 11 


“ZO Seconds 


THIS SHOULD OPEN YOUR EYES... 


Study for 30 seconds this frank scoreboard of 
hits and runs on advertising media. It should 
open your eyes to the surprising advantages of 
Spot Movies (Film Commercials) in theatres. 
Join the more than 70 prominent national 


advertisers like Ford, United Fruit, Westing- 
house, Chrysler, and General Baking who are 
cashing in with this medium, Phone or write 
the nearest office of The Movie Advertising 


Bureau for more facts today. 


” 


NATIONAL OFFICES 


NEW YORK: 70 EAST 45th ST. 
KANSAS CITY: 2449 CHARLOTTE ST. © 


ising Bureau 


@ CHICAGO: 333 NORTH MICHIGAN AVE. © NEW ORLEANS: 1032 CARONDELET ST. 


CLEVELAND: 526 SUPERIOR N.E. © SAN FRANCISCO: 821 MARKET ST. 
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' MELVIN WEINKLE, serchandise Director, Carls Markets, Miami, says: 
Fost promotion proves quality 

can heat a 

price war! 


‘“‘For well over a year now, we have been right in the middle of 
the worst price war in the nation. Butter has been given away 
...ice cream has been sold for 1¢...national brands of all 
products have been used as loss leaders. 

‘‘We have maintained our leadership in the city, without resort- 
ing to loss leaders, only by stressing —and delivering — quality. 

“Naturally, we welcomed a ‘Post Recognized Values’ promo- 
tion. First, by featuring all the famous Saturday Evening Post 
brands, it would emphasize the fact that Carls is headquarters 
for top-quality merchandise and nationally advertised brands. } 

‘Secondly, it would prove—once and for all—whether you 
could increase sales substantially by maintaining a policy of 
quality in the face of cutthroat pricing. 

“‘The results are now in. During the six days of the promotion, 
our sales were up substantially, far ahead of our expectations. 
With this overwhelming evidence in front of us, you can be 
sure that we will continue to feature Post-advertised quality 
products.” 


= 


endian ON oe saat ae 
i taal Os aN a 


For six days, the 14 Carls Markets were “Post Recognized 
Values’”’ headquarters. The modern, well-designed stores were 
bright with Post display material. From bag boys to top brass, 
everybody pitched in to make it the biggest national- brand 
show in Carls’ 25 years. 
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store. 


Mass displays of Post-advertised products were high 
spots of the promotion. Every practical display device— 
overhead banners, window streamers, price cards, and 
directional signs— was used to sell the featured ‘Post 


Double-truck newspaper ads, radio spots, and com- 
mercials piped into the stores got Miami and its suburbs 
excited about the promotion. Point-of-sale material, 
stressing the theme of savings through quality, turned 
that excitement into sales, in every department of each 
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Why do “Post Recognized Values’ make sales? 


In a word, confidence—the confidence that comes from an old, trusted friend 
saying, “This is a good, honest product.” iJ 

Proof of the reader confidence enjoyed by the Post is seen in the results 
of a recent survey of readers of the four leading weekly magazines. Food 
buyers said they consider the Post most reliable, pay more attention to its 
advertising, have more confidence in products advertised in the Post. 

Every product needs the extra “plus” of consumer confidence to bridge 
the vital gap from the shelf to the basket—a plus which the Post can give 
better than any other magazine. me 
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A Blow to Television? 


It may very well be that Gillette Safety Razor Co. has done a 
serious disservice to itself and to advertising and television by meet- 
ing a bid of $800,000 for TV rights to the World Series supposedly 
made by General Motors on behalf of Chevrolet. 

This fabulous price may be entirely justified, from an advertising 
standpoint, by what Gillette gets out of its sponsorship of the series 
this year. 

But what about next year, and the year after that? 

Having discovered that advertisers seem willing (or should we say 
anxious?) to pay any price, no matter how fantastic it might have 
sounded the day before yesterday, what will the rights to the 1951 
series cost? $1,000,000? $1,500,000? $2,000,000? 

The trend of thinking on the part of the office of the Commissioner 
of Baseball is already fairly clear. Here is an opportunity, apparent- 
ly, to make as much money out of the baseball business as the whole 
of organized baseball ordinarily makes in a year, and it can be ex- 
pected that the baseball magnates will not overlook the opportunity. 

What seems more than likely to happen is that the cost of sponsor- 
ship of the World Series (and other major sports events) will rise 
to the point where even the biggest, most venturesome advertiser 
will be priced out of the market. Then, unless our crystal ball is 
badly clouded, theater owners, with their paying box office patrons, 
will step in. Because, present indications are that no one but a net- 
work of theater owners stretched across the country will be able to 
finance a fanfare whose asking price is sure to be a million dollars 
or more next year. 

The pattern is getting a tryout this fall as four theaters in Chicago 
and Detroit will carry exclusive game-time telecasts of Big Ten 
football games. It will get a big push from the fantastic price paid 
for the World Series rights. 


An Adman Writes a Columnist 


The following excerpts from a letter written by Walter Weir, 
agency president, to George E. Sokolsky, newspaper columnist, are 
pretty much self-explanatory. We believe that other admen should 
be more alert to take similar action under similar conditions: 

“IT have a great deal of respect for you as a writer who sticks to 
facts and chooses his words carefully. As a result, I am somewhat 
pained to find a loose and irresponsible statement in your column for 
Aug. 18. 

“That column had to do with leftism among radio writers; and the 
statement I found loose and irresponsible was your comment that 
‘Many advertising agencies, which control the expenditure of bil- 
lions of dollars to stimulate an interest in commodities, employ left- 
wingers because “they are smart and know how to write.”’... 

“I am concerned because...I am quite satisfied that advertising 
and advertising people are about as capitalistic in leaning as you 
could hope to find. 

“Your statement is broad and unsupported... 

“What do you mean by ‘many advertising agencies’? How many? 
Who are they? ... What do you mean by ‘left wingers’? Do you mean 
Communists? Or do you mean the Communistically-inclined? Or 
do you mean modern-day Democrats? 

“More important, how do you know? And why do you quote ‘they 
are smart and know how to write’? Is this a phrase and conclusion 
of your own—or is it from an FBI report or a letter sent you by a 
correspondent? ... 

“Advertising has many faults... But you will find its people pos- 
sessed of the strongest possible capitalistic inclinations... 

“As an advertising man, I write you this letter to urge you either 
to clarify or to correct the unfortunate impression you have given of 
my profession.” 


—Wall Street Journal 


What They're Saying 


Developing Ad Themes 


When we consider several ad- 
vertising characteristics of a brand 
of goods, we have to keep in mind 
that not all virtues which appeal 
to the engineer or the inventor or 
the creator of the product have 
equal sex appeal with Mrs. House- 
wife. For instance, while floating 
is a desirable characteristic in a 
bar of soap, mildness, we will say, 
may be a more desirable one to 
far more people. The manufacturer 
who determined to spend a large 
sum of money advertising floating 
might find his competitor spending 
half as much on mildness—the 
characteristic more interesting to 
consumers—and getting the busi- 
ness. 

In developing new brands or 
improving old ones, and in the 
choice of advertising appeals to 
determine the degree of consumer 
interest in the different virtues 
of our products, we in Procter & 
Gamble make use of a market re- 
search department and what we 
call our product service depart- 
ment. Here we have a test kitchen, 
laundry, bakery, beauty shop, tex- 
tile, skin and dental laboratories, 
and so on. Through these depart- 
ments we try to be sure that our 
products give the consumer what 
she wants in results, and that our 
advertising concerning them talks 
in terms of her interests and ex- 
perience... 

So with product after product, 
the choice of the virtues and ap- 
peals used in advertising is not 
just the dreaming up of bright 
ideas by copywriting geniuses, but 
the result of the less glamorous 
and more plodding process of mak- 
ing call after call on users to 
study their needs, to probe their 
minds, to find what does appeal 
to them and what does not. 

Viewed in this light, you will 
see that the creation of advertising 
claims is not essentially a com- 
petitive process so much as it is 
a service process. 

Quite often, in fact, a manufac- 
turer in a highly competitive field 
of consumer products will dis- 
cover by talking to typical users 
that the reasons why his product 
serves consumers best and inter- 
ests them most are about the same 
as those which make the competi- 


tor’s brand likewise appeal. This 
results in active competition be- 
tween manufacturers to present 
those perfectly valid reasons in the 
most interesting, stirring way in 
advertising. Such competition for 
the attention and interest of the 
consumers, far from being dis- 
couraged, should be encouraged as 
an exemplification of the fact that 
we are living in a free America— 
where people may still buy by 
choice—and not in a regimented, 
standardized economy. 


——From a Talk by William G. Wer- 
ner, Manager, Division of Public Re- 
lations and Consumer Information, 
Procter & Gamble Co., before the 
Annual Conference of the Associa- 
tion of Better Business Bureaus, 
Washington, June 6, 1950. 


Citrus Ad Budget 


What’s the citrus industry, which 
pays the freight, going to get for 
its $2 million advertising expendi- 
ture which will be handled by the 
J. Walter Thompson agency in- 
stead of the Benton & Bowles 
agency which handled the big ac- 
count for the last seven years?... 

The public might get some idea 
of how it will be spent by ponder- 
ing this breakdown listed by our 
staff correspondent, Jack Gurnett: 

Promotion and consumer pub- 
licity, $182,075; salaries, $140,000; 
general expenses, $40,000; point of 
sale material, $110,000; so-called 
“ethical” advertising in medical, 
dental and other professional jour- 
nals, $180,000; production of an 
over-all movie on the citrus in- 
dustry, $75,000; and then the big 
item, $1,249,385 for consumer ad- 
vertising; with several other items 
such as office supplies... account- 


ing for the balance. 
—Editorial in the Sentinel, Orlando, 
Fla., Aug. 12. 


Now is the Time 

There’s no better time than now 
to go all out in your efforts to 
promote your product. Scare buy- 
ing seems to be on the wane. Nor- 
mal consumer buying has every 
indication of holding up, possibly 
increasing. Increased production 
is already boosting incomes. In- 
dustrial wages are at a record 
high. Many national advertisers 
have decided in favor of expanded 
programs for this fall. 


— “The Long View,” August, 1950. 
Published for Bakery Executives by 
W. E. Long Co., Chicago. 


Advertising Age, September 4, 1950 


Rough Proofs 


“Movies are better than ever,” 
say the ads, and you'll have to ad- 
mit that there have seldom been 
more interesting or exciting pre- 
views. 


If the Phillies win the National 
League pennant, a movement will 
undoubtedly be started to replace 
the statue of William Penn on the 
city hall with one of Jim Konstan- 
ty. 

a 


Florence Chadwick, the Cali- 
fornia gal who lost five pounds in 
her record-breaking swim, tells 
women this method of crossing the 
English Channel is a sure way 
to reduce. 


“Fishermen,” remarks the New 
York Daily News, “are rarely of 
Pulitzer prize caliber.” 

Even though their stories are 
often conceded to be marked by 
great creative imagination. 


General Electric doesn’t take 
too seriously the words of the 
song, “I’ll have my love to keep 
me warm,” for two brides’ maga- 
zines are on the schedule for pro- 
motion of its electric blankets. 


“More late night TV viewing 
reported,” the headline says. 

Some of those wrestlers apply- 
ing toe holds and head locks never 
seem willing to let go. 


“Want to fall in love with 1,- 
000,000 women?” asks a magazine 
publisher. 

Maybe it would be nicer if it 
could be arranged for them to fall 
in love with you. 


The editor of AA’s Eye and 
Ear department patted the TV Lone 
Ranger program on the back, and 
then spoiled it all by saying it 
fortunately lasts only a half hour. 

According to the kids, that’s only 
half long enough. 


Ayer says it’s possible to use ten 
times as many words in a school 
ad without adding any new facts. 

And these educated advertisers 
are smart enough to know it. 


Two well-known advertising 
agencies have recently closed 
their doors, but the birth rate is 
so high there’s no danger of a pop- 
ulation decline. 


Marshall Field’s famous dictum, 
“The customer is always right,” 
had no reference to arrangements 
for co-op advertising allowances 
with national advertisers. 


Postal rate legislation is re- 
ported to be dead for this session 
of Congress. With the Korean war 
on, senators and representatives 
decided that they already have 
trouble enough. 


There’s a new chewing gum on 
the market that will deodorize 
breath and body. 

The trend continues to be 
toward labor-saving devices. 
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AMERICA’S 
LIVES! .&> 


One ha if of the LATEST CENSUS SHOWS that in America’s 3rd market 


suburban gains in population (22.7%) and retail sales (206.3%) 
° : far overshadow city gains. To cover this complete 
Philadelphia Market ** | 
rading area (over 4,000,000 persons) use THE INQUIRER: 
INTENSE COVERAGE IN THE CITY 


lives outside the city limits AS WELL AS SUBURBAN AREA! 


NOW IN ITS 17TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


The Philadelphia Inquirer 


Exclusive Advertising Representatives: 
ROBERT R. BECK, Empire State Bldg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 5-7260 


West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 
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In a recent Collier's article, John Crosby noted the 
significant fact that Mutual gets more than twice as many 
letters a year as the oldest network in the business. 

A lot of people, including our Mister Plus, consider this 

a good, tangible measure of Mutual response-ability. 


And now comes another mountain of proof...sky high. 


During four recent weeks, one Mutual program drew 
2,511,062 pieces of mail. That’s right: two million, 
five hundred and eleven thousand, sixty-two! 


The give-away? None. The inducement? Plain altruism. 
The whole story? Simply this: 


“Ladies’ Fair’ is broadcast over Mutual coast to coast 

on weekdays, 2-2:30 p. m., NYT. Tom Moore, as host, 
adds a fresh fillip to the traditional housewife-participation 
by offering each day’s quiz winner a choice 

of ten balloons to pop, with various prizes inside. 


For four weeks in June, Moore invited listeners 

(just once during each broadcast) to nominate friends’ 
names for inclusion in the balloon-popping and a 
crack at duplicate prizes. Listeners themselves got 
nothing more than a glow at naming a possible 
winner— but two and a half million of them responded. 


That’s how Mutual delivers the mail... by air. 


A radio program which can draw more than two and a 
half million pieces of mail in four weeks, can 
surely help sell your product, too! 


Why not write us a letter for details... today? 


The Mutual Broadcasting System, 1440 Broadway, New York 18, N.Y. 
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Appoints Mogge-Privett | WERC-TV Appoints Two 
Fresh Fall and Winter Pear Ad-| WKRC-TV, Cincinnati, has ap- 


Advertising Age, September 4, 1950: 


Advertising In a War Economy... 


visory Board, San Jose, Cal., which | pointed Earl Bradley and Charles 


; hority of | 'T. Diebel l tives. Mr. | : 
je California's director of pom nse Ae Bradley was formerly ry television Ar e You Oversold? 20 Reasons Why 


‘i has appointed Mogge-Privett Inc.,| time salesman for WLW, Cincin- 
Los Angeles, to handle a promo-| nati, and Mr. Diebel was formerly 
tion campaign on California Com- | TV director for Strauchen & Mc- 
ice and Nelis pears. Kim, Cincinnati agency. 


New York, Aug. 30—Grey Ad- 
vertising Agency is today sending 
out a special issue of “Grey Mat- 
ter,” its house organ, reporting the 
minutes of a combination execu- 
tive committee-plans board meet- 
ing held by the agency Aug. 22 to 
discuss the problem of clients 
faced with shortages. 

Included in the memorandum is 
a list of 20 reasons “why oversold 
manufacturers need advertising.” 
In view of the fact that this prob- 
lem is faced by many manufactur- 


o ee @ 
in advertising pages, ers and agencies at the present 


a time, the reasons are reported 


January through August 1950 a wating: 


Advertising Age shows: 
FARM JOURNAL leads 


all other farm magazines 


= 1, Client “A” has slipped some- 
what in its competitive status. 


Your Advertising Should Continue 


One reason for this slip in com- 
petitive status was this client’s 
inability to find advertising and 
promotional funds required to re- 
verse its trend. Its competitors 
spent more money—it spent less. 
Now that funds are again avail- 
able, it is obviously the time for 
this client to increase its budget, 
not to cut it and thus use the 
availability of finances to regain 
and improve upon its former sta- 
tus. 


ws 2. The argument that a manu- 
facturer does not want to embar- 
rass either himself or his trade by 
energetically selling his line when 
he is backordering is not a valid 
one. The number of consumers 


: MERCHANDISING IMPACT 
built on Facts from Forbes 


ame?! a 

Alka-Seltzer © é& Scisor A 

CAR CARDS. These gay and chatty Alka- ; = 
Seltzer cards, illustrated by the well- 
known artist, George’W. French, are both 
created and produced by Forbes. Running 
consecutively throughout the year, with 
timely changes tying into the different 


4 DIONT KNOW THESE 


CAR CAROS WERE LOADED/ 
(1 SHAOS8. Thar 13.) 


seasons, they do an excellent selling job. 
Alka-Seltzer’s advertising agency is Wade 
Advertising Agency. 


WINDOW AND COUNTER DISPLAYS. The 
effective 5-piece display above introduces 
baby oil, shampoo, hand cream and cold 
cream to the Cuticura line. Note how in- 
dividual units, though an integral part of 
the ensemble, can also be used as individual 
displays. Created and produced by Forbes. 
: Cuticura’s advertising agency is Atherton 
& Currier, Inc. 


SELF-MERCHANDISERS. These colorful 
circus baskets, lithographed by Forbes, 
make an eye-catching display for Necco 
assorted wafers and act as self-merchan- 
disers as well. They take up little space, 
act as handy containers, are a welcome 
selling help to retailers. 


FORBES FACTS can help your printed 
merchandising, too. They are accumulated 
from Forbes’ own experience, continuing 

: studies and unique facilities in lithography, 

x letter-press, web gravure and die stamping 

: under one-roof management control. The 
Man from Forbes will be glad to show 
you how these facts can be a strong sales- 
help for you. 


Be kind to conductors! Warn them 

to collect fares in advance. Passengers 
soon become customers when 

your car cards are impact-packed 

by the Facts from Forbes. Our clients 
tell us reactions are immediate. 


NEW YORK + CLevetano » BOSTON «+ cuicaco-: 


FORBES LITHOGRAPH CO. 


ROCHESTER 


Lelies Marchandsing lapecr- 


and the number of dealers who 
actually complain about energetic 
advertising under these circum- 
stances is tiny. The fact is that 
when a line is short, people know 
about it and it is accepted that a 
manufacturer will continue to ad- 
vertise a line in order still more 
firmly to entrench his name and 
build it up. There is no holiday 
on the need for brand building— 
competition doesn’t go into hiding. 
Risk a few complaints—but build 
your brand! The complaints you 
get today will bother less than the 
complaints you may get about 
brand weakness when buyer’s 
markets return! 


= 3. It is important to bear in 
mind that, in most lines, there are 
from 25% to 100% more ad- 
vertised brands than in 1940. 
Many of these newer brands are 
still weak. In a competitive era, 
they might be forced to the wall 
or into “private” brands. But now, 
at least some of them will gain 
financial strength from the de- 
fense effort and will use the op- 
portunity to build their brands. 
Competition never stands still— 
especially new, young, virile com- 
petition. 


w 4. Under the conditions typical 
of robot retailing, brand substitu- 
tion by the retailer has become a 
relatively simple matter on all 
but the most powerful manufac- 
turer brands. Consequently, any 
reduction in brand building by the 
manufacturer, particularly when 
his merchandise may be only in 
relatively limited supply, could 
enable the retailer to use self- 
service and _ self-selection tech- 
niques to substitute brands that he 
is more desirous of pushing. This 
will be especially true if, when 
and as the public becomes “condi- 
tioned” to the acceptance of sub- 
stitute brands as a result of short- 
ages. 


a 5. The 400 giant retailers, who 
control over half of the total retail 
volume in most lines in which 
national advertising is a factor, 
are eager to build their own store- 
controlled brands. A number of 
factors make it not-too-difficult 
for them to achieve this end. If 
now manufacturers cut down their 
own brand building, then it is ob- 
vious that these large retailers 
will make still more rapid prog- 
ress in building their own con- 
trolled brands. In many lines to- 
day the strongest competition 
faced by manufacturers’ advertis- 
ed brands comes not from other 
manufacturers but from large re- 
tailers with locally-strong brands! 


a 6. The manufacturer who cuts 
his advertising when business is 
poor; who cuts his advertising 
when business is good; who cuts 
his advertising when shortages 
merely threaten—isn’t an adult 
advertiser. He’s an infant adver- 
tiser. There is no more expensive 
way to build a brand than with 
stop-and-start advertising. 


a 7. There is little reason to ex- 
pect a drop in the total amount of 
money invested in advertising— 
particularly if the advertising of 
the large retailers is included. 
Total advertising volume increased 
during World Wars 1 and 2. The 
same conditions will lead to an 
increase, not a drop, in this era 
of defense spending. The manu- 
facturer who cuts his advertising 
will thus be reducing his brand- 
building pressure at a time when 
total brand-building pressure will 
be stronger than ever. a 
a 8. As retailing goes giant-sized, 
and as all large retailers both 
diversify their inventory by cate- 
gory and go robot—the trade fran- 
chise becomes less important. 
Giant retailers don’t buy on a 
friendship basis! That’s why the 
trade franchise is losing impor- 
tance—while the consumer fran- 
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Advertising Age, September 4, 


SEASONAL—This display with dispenser 

for football schedules is part of Brown- 

Forman Distillers’ nationwide football 

promotion for Early Times straight bour- 

bon. Magazines, newspapers and out- 

door posters will be used in the cam- 
paign. 


chise is increasing in importance. 
This is a time to build the con- 
sumer franchise! 


s 9. If the public becomes uncer- 
tain about quality and price, its 
tendency will be to turn to known 
brands. That is certainly an op- 
portune time to make the known 
brand still stronger. 


a 10. In building an inventory 
there are times when it may be 
discreet to anticipate shortages. In 
marketing it is equally discreet to 
anticipate a need for selling— 
whether or not merchandise is in 
full supply, the need for brand 
selling never takes a holiday. 


= 11. Some authorities believe 
that the decade between 1950-1960 
may involve a continuous state of 
high preparedness spending; of 
semi-mobilization. The advertiser 
who drops out of advertising in 
1950 may therefore find that the 
same circumstances that took him 
out of advertising in 1950 will ob- 
tain for the next ten years. Will 
he remain out of advertising for 
the entire decade—or on a cur- 
tailed advertising basis? If so— 
what sort of brand standing will 
he have in the years ahead? 


a 12. The very salesmen who 
complain because some of their 
accounts assert that national ad- 
vertising is “embarrassing” them 
will be the first to complain if 
their brand loses competitive sta- 
tus. Moreover, large and better re- 
tailers and wholesalers will sel- 
dom complain about manufacturer 
advertising when oversold. These 
large distributors are able business 
men; they know why such adver- 
tising is necessary; in many in- 
stances, they themselves will be 
brand building though oversold! 


= 13. The very uncertainty with 
respect to the future is a reason 
for continuing to build a brand. 
Uncertainty implies as much of a 
chance that international condi- 
tions may improve as worsen. If 
conditions should turn better, the 
manufacturer who has cut his 
brand building program will have 
to hustle to regain his former posi- 
tion. 


@ 14. Money invested in brand 
building may have greater value, 
over the long term, than cash. Cer- 
tainly, the manufacturer who is 
concerned about inflation has no 
reason to preserve cash! 


2 15. Our total national output 
will be still further increased. 
That means, eventually, still more 
competition. More competition— 
more advertising. 


= 16. An excess profits tax will 
undoubtedly encourage many 
manufacturers to become “adver- 
tisers.” The excess profits tax may 
be with us for years. This means 


1950 


more advertising competition—not 
less. 


ws 17. If we return to a buyer’s 
market in an excess profits era, 
then “allowances” to distributors 
will run hog wild. This is a vital 
point. A manufacturer will need 
a strong consumer franchise to 
meet that sort of competition. 
Large retailers, in a buyer’s mar- 
ket, will say to suppliers: “You 
may as well give us allowances as 
pay excess profits taxes!” 


ws 18. If amanufacturer’s line were 
oversold for what might be con- 
sidered more “normal” reasons, 
the inclination to cut the ad bud- 
get would in most instances be 
less evident. It is high time manu- 
facturers understood that the dis- 


turbances caused by a stepped up 
preparedness program, a series of 
international alarms, by recurring 
shortages of parts and materials 
will probably represent “normal” 
business atmosphere for some 
years to come—not “abnormal.” 
These will be the conditions that 
will typify “business as usual.” 
They may continue for two years— 
five years—ten years. For how 
long, then, will the manufacturer 
curtail his advertising, waiting 
for a “normalcy” to return that 
may never again be with us .“in 
our time”? 


= 19. Manufacturers would do 
well to ask themselves whether 
they expect that they will be able 
to buy a strengthened consumer 
franchise several years from now 


at a lower cost than today. 


ws 20. Is there really such a factor 
in business as a brand name that 
is oversold? Merchandise may be 
oversold—but a brand name is 
seldom so powerful that its owner 
would not benefit if it were made 
still more powerful. The huge 
majority of brands have merely 
consumer acceptance. Under terms 
of robot retailing, the manufactur- 
er’s brand must have consumer 
preference and consumer demand. 
Salespeople can no longer be 
counted on to sell manufacturers’ 
brands. Self-service, self-selection, 
and a low standard of retail clerks 
compels the creation of consumer 
demand for manufacturers’ brands. 
This is the basic trend of merchan- 
dising. Every opportunity to 
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strengthen the manufacturer’s 
brand should therefore be seized— 
even though it may bring a few 
complaints from hyper-sensitive 
consumers and distributors. 


Safeway Signs New Show 


Safeway Stores Inc. has signed 
to sponsor a new program, “A 
Memo from Mollie,” on the Colum- 
bia Pacific Network, for its Lu- 
cerne milk division, beginning 
Sept. 10. The new program will 
replace “Boston Blackie” at 3:30 
to 4p.m., Sundays. J. Walter 
Thompson Co. is the agency. 


KSMA Names Phreanier 

William Phreanier has been ap- 
pointed manager of KSMA, Santa 
Maria, Cal. He succeeds Walter 
Seidler, who has become manager 
of KVEN, Ventura, Cal. 
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thing that money can’t buy: 


enjoys with its readers... prestige 


born of implicit faith in its editorial pages. 
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GINDUSTRIAL PUBLICATIONS, INC., CHICAGO 


y ls At ae 
7 erty 


light construction 


o% SS bad 4 
0 ye | Pe Be | 
eS : ; et - ee eee *. 
ic — ~ , 
‘ EARLY TIME | ; 
; (> ; : ee 
, | WINS AGAIN 1 ia $ ore 
{Aor i —— ———__—_—_——_ : 
ii a4 ‘ 
a Ff s\ Football 
Le aed Schedule | 
4 - = » * Py 4 
bey ey —— 
‘ees oe ; 
| k — - ‘a = . - . is” | 53 
| a se rc 
| 2 3s ~_— —. carat 
~< > << a — = 
, ia oa = | i 
e t Ja ; 
- 
. RT ALE Ae er a I AE ee eee aa 
: foto 
* ; : 
1 
'» 
1 
. _ pe : ES ‘y 
; af ™ =e ‘ . 
. . Ps ~ ag: i bat + ee : Sin & 
7 - : 4 pall i. a aN we > = it 
_ : ~~ Sy. ene ga oe ie e 
® a. a _ ee Se a i, 
| , a ‘ "a eee Ye ae aa 
| ‘ea — Rg BZ mh =~ + stip , ee ae ae ma i 
} : = a ee Sie Dehli) ©: ms 
Hy eae. ae “6 eter Se 
2 S ; pig tse S, » omen emt | 
| | ~ ae 
<3 A : i aye a Tae "s ee : t ya 
3 ee 
| 7 
| se hes 
, ms 
icc +) Vee 
L "eB 
’ | 4 A Og: 
. Pan’ 
ae i 
. a 
} asc : 
sane 
? | * 
| 
} | Bee 
| = 
a 
| gry 
| Fig 
ar see 
4 : i a — mn is a 2 peas 
Se Sea alias ie 
“4 oe Be Pick 
| <eemee (Loe ei : 
ee ses 2% e f th - a 
Re eee O e ae 
Ma cae | ane 
Pe £ 
a | | | 
a a 
eae ot ee a i ae as ed eee Re Nee is ie wanes Pe Se eee fee sai er Per ee es oe as was ye wee a ok: sess 
pie Rap ie si cinia se  emeoR eer ny ess) ae SOAs a NT oo cers ee 6 es I Ag EE TE A Sa aie ree es <r 


~ 
fos) 


This is 
the Media Director who put his 
Client on the trail that leads to 
sales to 1,000,000* MEN who read 
and own The Elks Magazine. 


ldeccccccccccccccces 


* Dec. 1949 ABC shatement— 
928,010 circulation—a substantial 
bonus over guaranteed 850,000 
on which current rates are based. 
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Pitt Says Philco’s 
1950 Output Is Sold 


PHILADELPHIA, Aug. 29—Philco 
Corp. sales will reach a new high 
of about $300,000,000 this year. 

Profits and production figures 
also will reach a new high for the 
company, according to Courtnay 
Pitt, vice-president in charge of 
finance. 

Mr. Pitt disclosed that the com- 
pany is sold out of all its prod- 
uets for the remainder of 1950, in- 
cluding radios, television receivers, 
freezers, air conditioning units, re- 
frigerators and electric ranges. 

The Korean crisis is not directly 
responsible for this situation, he 
said, since Philco felt the great 
demand even before the crisis be- 
gan. Phileo, he added, based its 
record $23,000,000 advertising bud- 
get on top production and demand. 

Mr. Pitt pointed out that, dur- 
ing the first half of this year, the 
company showed a net profit of 
$6,672,000 as compared with $1,- 
998,000 during the same period of 
1949. 


Becomes ‘The $64 Question’ 
After 10 years as “Take It or 
Leave It,” the program will be 
known as “The $64 Question,” ef- 
fective with the Sept. 10 (NBC, 
10 p.m., EDT) broadcast. RCA 
Victor is the new sponsor of the 
show which formerly had been 
sponsored by Eversharp Inc. Jack 
Paar will continue as emcee of 
“The $64 Question,” whose format 
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John J. Morris, commercial manager of WTOR, Torrington, Conn., 
was married not long ago to Bernice Decker... And Gloria Ham- 
mersly, copywriter in the promotion department of the Journal, 
Portland, Ore., was married Aug. 12 to Philip M. Gray... 

Pat Partridge, ad manager of United Fruit Co., believes “It is 

more blessed to give than to receive,” so he sent cards to his friends 
on his birthday, Aug. 17. His greeting included a shortened and 
slightly changed version of “An Executive Has Nothing to Do,” 
F. F. Beirne’s classic that appeared in ApvVERTISING AGE several 
years ago and eventually was reprinted for distribution by Aran- 
dell Litho, Milwaukee.. . 
: Friends of C. L. McCarthy, 
veteran broadcaster, were de- 
lighted to learn of his dis- 
charge from the Mayo Clinic, 
Rochester, Minn., after sev- 
eral months of observation 
and treatment. He was for- 
merly manager of Station 
KQW, San Francisco... 

Roger Wilde, head of the 
contract sales department of 
Simmons Co., Chicago, is go- 
ing in for the life of a farmer. 
He has purchased a farm in 
Wisconsin, fully equipped 
with trout stream, and will 
spend a lot of weekends there 
in the future... 

Ned McCormack, ad direc- 
tor of Capper’s Farmer, fol- 
lowed his son Mark in the 
Chicago, junior golf tourna- 
ment recently. He advanced to 
the, fourth round before being 
eliminated. . . 


remains unchanged. 


Promotes Fuller McGowan 
Fuller McGowan, in the sales 


PROOF—Karl N. Gougeon, ad manager 
of the parts division of Chrysler Corp., 
stands in a driving rain for a picture to 
prove his story about the 10% Ib. trout 


John Blair of Chicago, head 
of the radio representative, 
John Blair & Co., was the 
guest of P. L. Jackson, pub- 
lisher of the Journal, Port- 


New York + Chicago + Detroit 
Los Angeles + Seattle 


promotion department, has been 
appointed assistant advertising 
manager of Pittsburgh Steel Co., 
Pittsburgh. 


DON’T FORGET TO ADD 


MISHAWAKA 


WHEN YOU STUDY 
SOUTH BEND SALES FIGURES! 


Saleswise, the two cities of South Bend and 
Mishawaka are one. They are separated only by a 
street. Together they form a single, unified 
market of 160,000 people. 


This two-city fact makes a big difference in 
South Bend’s national sales ranking. For example: 
in 1949, South Bend ranked 85th in the nation 
in retail sales, with a total of $161,266,000. But, 
when you cross the street and add Mishawaka’s 1949 
retail sales, the total jumps to $190,907,000. 

a That figure boosts South Bend-Mishawaka to 
72nd place nationally—instead of 85th! 


Be sure to add Mishawaka when you count up 
South Bend sales figures. Remember, too, that 
these sister cities are just the heart of the South 
Bend market. The entire market takes in more 
than half-a-million people who spent more than 
half-a-billion dollars for retail purchases in 1949! 


WSBT—and only WSBT — covers a/l 
of this rich and responsive market. 


nen SB 


1950 “Survey of Buying Power” 


- 


SOUTH BEND 


5000 WATTS + 960 KC « CBS 


RAYMER 


PAUL 


COMPANY e NATIONAL -REPRESENTATIVE 


he caught on light tackle in Crystal Lake 
near Frankfort, Mich. land, Ore., and president of 
KPOJ, aboard the Journal’s 
“Let ’er Buck” special train at the Pendleton Round-Up... 
Frank Samuels, v. p. in charge of ABC’s western division, left by 
plane Aug. 26 for two weeks in Honolulu. .. Dale Harrison, art di- 
rector of Richard L. Grossman, Advertising, Canton, O., is on a 
leave of absence to attend an advanced course in advertising de- 
sign at the Art Center School in Los Angeles. . . 
The Metal Trades Assn.’s Industrial Relations Achievement 
Award will go to Harold S. Falk, president of the Falk Corp., Mil- 
waukee, Sept. 28, during the Metal Trades 51st annual convention 
in New York...The luncheon speaker at a recent meeting of the 
Oklahoma City Adclub was Kenneth Imel, a city post office official, 
who explained to members how publications should be prepared 
for mailing. He picked up a copy of “Ad Lib,” the club’s new bulle- 
tin, and to the embarrassment of its editor, Norman Hall, discovered 
that it didn’t meet postal regulations. Since it was the first issue, all 
was forgiven... 


IN HONOLULU—Arno Johnson (center), research director of J. Walter Thompson 
Co., New York, in Honolulu to address the Chamber of Commerce, presents the 
Treasury Department's Award of Merit to Urban E. Wild (left), president of the 
chamber. At right is Lloyd E. Klumpp, president of the Honolulu Retail Board. 


Chicago’s 1950 Community Fund campaign will have the benefit 
of a special TV committee for the organization of time and talent. 
Hal Rorke, TV director at J. Walter Thompson Co., is chairman, 
and serving with him are Jules Herbuveau, general manager of 
NBC-TV; Fred Killian, program director, ABC-TV; John Mitchell, 
general manager, WBKB; Ted Weber, WGN-TV; and Irvin Wagner, 
TV specialty producer. .. 

A broken kneecap which Herb Blakeslee, v. p. of Cory Corp., Chi- 
cago, suffered several weeks ago in an accident in his garage is go- 
ing to be well enough—he hopes—to permit him to get back to his 
beloved golf over the Labor Day weekend...And Bob Murray, 
managing editor of ADVERTISING AGE, carefully waited until the very 
last day of his vacation to break a bone in his “write” hand... 

Hal Davis, vice-president and director of publicity and promo- 
tion for Kenyon & Eckhardt, New York, has been going through 


a siege of pneumonia. . . ; 
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Schreiber Bros. 


| Food Mart Adds 


TY to Promotion 


BALTrmMorE, Aug. 30—Schreiber 
Bros., the multi-million dollar 
food market that ranks near the 
top of the country’s retail grocery 
advertisers in newspaper linage, 
will enter television this fall. 

The downtown shopping center, 
which sells Baltimoreans every- 
thing from lobsters to housewares 
—and on weekends children’s play 
clothes—will sponsor a weekly 
program starring magician Mil- 
bourne Christopher over WAAM. 
The 15-minute show starts Sept. 
6 at 10 a.m. EDT, in the time spot 
following Philco’s new “Don Mc- 


Neill TV Club” (ABC). 


In preparation for the move into 
video, Schreiber Bros. has devised 
a plan for participating sponsor- 
ship and tie-in merchandising with 
national food manufacturers, 
whose products will be spotlighted 
on the 26-week series. There will 
be availabilities for 12 products 
with six to be featured on alter- 
nating weeks; manufacturers will 
pay $38.70 per week. This is less 
than the cheapest 20-second TV 
spot announcement in Baltimore. 


a For this expenditure advertisers 
will receive, in addition to men- 
tion on “Magic By Christopher,” 
a concerted follow-through pro- 
motion for their products. This 
will include: 

(1) Store demonstrations of 
“TV specials” in S:hreiber’s Lex- 
ington and Eutaw St. market be- 
fore weekend audiences, averaging 
50,000 shoppers. 

(2) Mass selling displays in 
the store’s main shopping aisles, 
thus linking the “TV specials” to 
point of sale. 

(3) Window displays, which 
surveys indicate are noted by some 
75,000 persons daily. 

(4) Point of sale booklets, rec- 
ipe folders, etc., to be placed in 
the shopping bags of all customers 
leaving the store. 

(5) Billings on cards on the 
front of 300 shopping carts in the 
supermarket. 

(6) “Behind-the-scene” push 
promotion—strategic displays di- 
recting the flow of traffic during 
special sales and seasonal drives 
by Baltimore’s “largest year- 
around food advertiser.” 

(7) Special tie-ins planned to 
reinforce the manufacturers’ sales 
promotional and ad campaigns. 

Crosse & Blackwell is the first 
participating sponsor to be signed. 

Preliminary to the premiere of 
the telecast, Schreiber’s will alert 
viewers with store displays, news- 
paper ads, TV spots and announce- 
ment cards, the latter to be placed 
in customers’ shopping bags. 


s Schreiber Bros., which is now 
actively headed by the youngest of 
the four brothers, Martin, as 1st 
vice-president, had its modest be- 
ginning as a meat stall in the city- 
owned Lexington market. The 
store now is in the block adjacent 
to the market and occupies twice 
the floor space of the century old 
market. The other brothers are 
Morris, president; Samuel, treas- 
urer; and Herman, secretary. 
Supermarket Institute ranks the 
company first in gross volume for 
a single food store operation in 
Baltimore. 

Ground has been broken for a 
hew supermarket on York Rd. and 
Belvedere Ave. here; others are in 
the planning stage. 

Schreiber’s main shopping cen- 
ter contains three separate meat 
and seafood markets—the blue 
ribbon for the fanciest, choice 
items; the economy section; and 
the bargain basement for adver- 


tised specials. The company spends 
approximately $175,000 annually 
for advertising. This year’s tele- 
vision budget will be in addition 
to this figure. By far the biggest 
share of the money goes to news- 
papers, which even carry Schrei- 
ber “specials” on Sunday, an off 
day for most food advertisers. 
Radio spots are included in the 
schedule. All advertising is placed 
direct. 


When George Poisal, formerly , 


director of public relations for 
Knouse Foods Cooperative, became 
advertising manager of the super- 
market a couple of months ago, 
he recommended that TV be used 
because “it is presently the med- 
ium that reaches the most people 
for the least amount of money.” 
(Baltimore was the first city in 
the U. S. in which television’s 
share of the total broadcast audi- 
ence exceeded that of radio, ac- 
cording to C. E. Hooper Inc.) 


“Magic By Christopher,” Schrei- | 


ber Bros. feels, will create good 
will for the company and step up 
store traffic and sales, as well as 
increase the store’s prestige. 


Names David Morrah V. P. 


David W. Morrah, a member of 
Bradham & Co., agency, for the 
past three years, has been ap- 
pointed vice-president of the new 
Bradham & Morrah agency, in 
Greensboro, N. C. 


ig 


Appoints Seidenbaum Agency 

Millar Bros. Mfg. Co., Hazel 
Park, Mich., has named ‘William 
G. Seidenbaum & Co., New York, 
to handle advertising for power 
lawn mowers in national maga- 
zines and business papers. 


Scragg Opens Own Office 
George Scragg, formerly adver- 
tising director of White Motor Co., 
has opened his own sales promo- 
tion office at 743 E. 82nd St., 
Cleveland. 


ROCKFORD MORNING STAR 
Rockford Regisier-Republic 


REPRESENTEP NATIONALLY BY BURKE, KUIPERS & viosonenitnl INC, 
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New Haven’s Chief 
Explains Dismissals 

Boston, Aug. 28—Dismissal by 
the New York, New Haven & 
Hartford Railroad of 20 adminis- 
trative staff people, including 
some advertising and public re- 
lations personnel (AA, Aug. 21, 
28), was an outgrowth of “advice” 
given him by three of the road’s 
officials, President Frederic C. 
Dumaine said here today. 

Mr. Dumaine said his advisers 
were George T. Carmichael, vice- 
president and treasurer; C. Harry 
McGill, vice-president; and Jere- 
miah J. O’Neill, comptroller. These 
three officials have been with the 
road 54, 40 and 42 years, respec- 
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tively. 

Declaring that everything was 
done “on the recommendations of 
these three men,” Mr. Dumaine 
said he had asked them “to keep 
me informed as to the various 
departments” because he doesn’t 
“know too much about the railroad 
| business.” Mr. Dumaine added 
that he was “simply representing 
the owners.” 

Among the executives dismissed 
by the road was Herbert L. Bald- 
win, assistant vice-president in 
charge of public relations and ad- 
vertising for Massachusetts and 
Rhode Island. 


Zellerbach’s Income Rises 


Net income of the Crown Zeller- 
bach Corp., paper manufacturer 
for the quarter ended July 31, 
rose 51% over the 1949 July 
quarter, while net sales were re- 
ported to be 27% over the com- 
parable quarter a year ago. Pro- 
duction of paper and pulp estab- 
lished a new quarterly record of 
221,187 tons compared with 188,- 


332 tons produced in the similar 
period of ’49. 


‘tising for Conti, 
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Williams Co. Buys Conti; No Agency Shifts 


GLASTONBURY, CONN., Aug. 30— 
Merger of two of the nation’s 
largest toiletries firms was an- 
nounced here today by J. B. Wil- 
liams Co., which disclosed it has 
acquired the business of the Conti 
Products Corp., Brooklyn, N. Y., 
maker of castile soap, shampoo 
and complexion cream. Williams’ 
stockholders approved the merger 
at a special meeting. 

Williams’ advertising is handled 
by J. Walter Thompson Co., New 
York, which will not take over the 
Conti account. Bermingham, Cas- 
tleman & Pierce, New York, will 
continue to do consumer adver- 
and Dundes & 
Frank, New York, will remain the 


| agency for beauty trade advertis- 


ing. 


ew Last year, Williams, maker of 
Aqua Velva, Williams Luxury 
shaving cream and other products, 
purchased Skat Co., manufacturer 
of Skat insect repellant. In 1948 
it acquired the business of Skol 


Co., which put out Skol suntan 
lotion. | 

The present consolidation is ex- | 
pected to result in increasing | 
activity in the promotion of both | 
the Williams and Conti lines as a 
result of the saving that will be| 
made possible by selling to the) 
same outlets and by combined 
shipping. 

Charles L. Huisking, president 
of Conti, will become a member of 
the Williams board of directors. 
Stephen L. Nordlinger, Conti vice- 
president, will take charge of Conti 
distribution for Williams. 


Pillsbury Promotes Wendort 


Fred H. Wendorf has been 
appointed director of bakery mer- 
chandising and sales promotion 
of Pillsbury Mills Inc., Minn- 
eapolis. He had been manager of 
the company’s southwest district, 
from which two new sales districts 
have been formed under the 
management of Dean D. Mock 
in Dallas and William M. Ely in 
Kansas City, Mo. 
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For further information, call your local telephone business office or see the latest issue of Standard Rate and Data. 
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When shoppers are ready to buy, 9 out of 10 go direct to 
the ‘yellow pages’ of the telephone directory for where- 
to-buy-it information. 


That’s why it’s sound strategy to support the sale of your 
products with Trade Mark Service... at the community 
level. Your trade-mark or brand name can be displayed over 
a list of your dealers in the ‘yellow pages’ in 32,000,000 
directories all over the country... or in those covering 
specific local markets. 

Trade Mark Service will help your dealers chalk up more 
sales ... cut down on substitution. Use it to localize 
your national advertising. 
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tion of the Aug. 15 issue of Women’s 
Wear Daily, entitled “Fifty Years of 
Women’s Fashion Industries.” Copy 


stresses that the company is “just a 
youngster, but growing fast.” 


‘True Confessions’ 
Issues Survey of 
Food Buying Habits 


New York, Aug. 31—True Con- 
fessions magazine has issued a 
Food Forum Report containing in- 
formation on the food buying 
habits and preferences of the mag- 
azine’s readers, as determined by 
a recent survey. 

A questionnaire designed to find 
out the per cent use, brand choice, 
price, and unit consumption of 64 
selected food and beverage items 
was sent to a panel of readers, 
and results in the report are 
based on 539 replies. 

Some of the preferred brands, 
and the percentage of users nam- 
ing each, were: 

In coffee A&P brands (17.9%) 
led, with Maxwell House (14.1%) 
a close second. In cola drinks: 
Coca-Cola (69.6%) led Pepsi-Cola 
(28%) by a three-to-one margin, 
while Lipton’s tea (48.1%) had a 
four-to-one edge on Tender Leaf 
(12.2%). 


@ Campbell’s soups (85.5%) dom- 
inated the soup field, with Heinz 
(6%) a distant second. In canned 
spaghetti, Heinz (6.6%) also was 
second, with Franco-American 
(57.7%) on top. 

Other preferred brands were: 
Salad dressing, all Kraft dress- 
ings (62.3%); biscuit mix, Bis- 
quick (68.5%); pancake flour, 
Aunt Jemima (69.6%); pancake 
mix, Aunt Jemima (43.1%); candy 
bars, Hershey (41.6%); chewing 
gum, Wrigley (61.3%); prepared 
desserts, Jell-O (62.9%). 

Copies of the survey may be ob- 
tained from Fawcett Publications 
Inc., 67 W. 44th St., New York. 


Nirenberg Offers Guarantee 
for Long-Lite Collar 


M. Nirenberg Sons, New York, 
has added a one-year guarantee 
certificate to each white Lion of 
Troy shirt, in the $2.95-$3.65 price 
range, as a special promotion for 
the fall months. The guarantee 
will be pushed with the heading 
“Lion of Troy’s New Long-Life 
Collar.” 

Business papers, newspapers 
and direct mail will be used to 
promote the offer. Full-scale na- 
tional advertising on the Long- 
Life collar will not be scheduled 
until next spring. The account is 
placed direct. 


Hoffman Opens Own Office 


Milt Hoffman, with Paramount 
Pictures in New York, has re- 


signed to open his own office in 
Minneapolis handling advertising 
and publicity for motion pictures 
and other products in the Twin 
Cities area. 


Inc. ran this page ad in a special sec. 
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Review of Ad Status 


Under War 


(Continued from Page 1) 
various newspapers, periodicals 


_and radio stations. Even if there 


were no abuses, the confidence 
of the public in the freedom of 
these agencies might be seriously 
impaired if even for a limited 
period of time they became the 
organs of the government.” 

Here is what Mr. Truman had 
to say about advertising’s arrange- 
ments during World War II: 


s “The entry of government into 
the field of commercial adver- 
tising, the hiring of talent and 
making of contracts for space and 
time in competition with private 
business, would have resulted in 
a more or less complete disrup- 


Conditions 


stands, tax-wise: 

1. In “reasonable” am:.unts, it 
is a recognized expense to be de- 
ducted before computing corpor- 
ate income and excess profits 
taxes, in exactly the same way 
that all other business expenses 
are treated. 

2. So long as the volume of ad- 
vertising is within reason, the con- 
tent of the ads is no concern of 
the Bureau of Internal Revenue. 

3. Advertisers can “clear” their 
budgets with Internal Revenue in 


advance if there is any doubt about 
the “reasonableness.” The bureau 
will cooperate, but it says that or- 
dinarily such clearance is unnec- 
essary. 


ea Advertising’s “Magna Charta” 


under the tax laws was issued by 


Treasury Secretary Henry Morgen- 
thau Jr. May 28, 1942. 

In examining income tax re- 
turns, he told the Bureau of In- 
ternal Revenue, “the test of wheth- 
er expenditures for advertising are 
deductible ig whether they are or- 
dinary and necessary and bear a 
reasonable relation to the business 
activities in which the enterprise 
is engaged. This is not intended 
to exclude institutional advertis- 
ing in reasonable amounts or good 
will advertising calculated to in- 


fluence the buying habits of the 
public. If such expenditures are 
extravagant and out of propor- 
tion to the size of the company or 
to the amount of its advertising 
budget in the past, or if they are 
not directed to public patronage 
which might reasonably to be ex- 
pected in the future, such pay- 
ments will be disallowed as de- 
ductions.” 

Later, Internal Revenue restated 
the policy: 


a “To be deductible, advertising 
expenditures must be ordinary and 
necessary and bear a reasonable 


relation to the business activities | 


in which the enterprise is engaged. 
The bureau recognizes that ad- 
vertising is a necessary and legit- 
imate business expense so long as 
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it is not carried to an unreasonable 
extent or does not become an at- 
tempt to avoid proper tax pay- 
ments. 

“The bureau realizes that it may 
be necessary for taxpayers now en- 
gaged in war production to main- 
tain, through advertising, their 
trade names and the knowledge of 
the quality of their products and 
good will built up over past years 
so that when they return to peace- 
time production their names and 
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“ tion of the advertising industry, 
's of the press and of radio. The RESPONSE-ABLE! A WGAR-pro- 
of present combination of govern- duced live polka program, “Polka 
Dy ment agencies indicating their Champs”, brought an avalanche of 
a needs and of private advertising 27,548 pieces of mail in a two-week 
supplying these needs has period! That’s proof of WGAR’s 
a strengthened the industry in that popularity and pulling power! And 
it has enabled agencies to hold 70% of these were official ballots 
their staffs together and obtain picked up at dealer’s. That’s WGAR 
fees for advertising, much of selling power! 
which would not otherwise have 
been placed. 
“The cost of advertising has in 
n- turn been charged by the adver- 
a tisers on their books as an ex- 
n- pense before profit, thus reduc- 
ng ing the amount of profit on which 
g- federal income taxes are payable. 


by This means that much of the ad- 
vertising is indirectly paid for by 
nd the government, and to the ex- 
°e, tent that the government has ob- 
64 tained value from the war cam- 
— paigns, it is entirely proper that 
rs, 3 it should pay the expense.” 


EXCHANGING IDEAS with dealers. 


re . Through direct mail and personal calls 
ote a Period of mobilization, on outlets, WGAR per wb dealers of 
“ government P licies have a di- advertising campaigns on station, and 
Ms i ton he volume ot ad- | recommends tie-ins, displays and selling 
verte ag. re some the methods to get greatest value from air 
6) 7 a Ss ——_ policy ——- a eae ring true with such 
.) 1. Taxes: High taxes, particu- pe ll 
‘la larly excess profits taxes, stimu- 
in, late corporate spending. A sub- 
¥ stantial portion of World War II’s 
vat institutional and public service 
advertising undoubtedly was a 
result of the wartime tax struc- 
= ture. 
al 2.‘War Contracts: Except for a 
ed small amount of advertising in 
me trade and technical publications, 
an and help wanted ads in other me- 
| dia, advertising is not allowed 
ia as a cost item in cost-plus type 
a supply contracts. Advertising is 
t accepted, however, by price ad- the SPOT or SPOT RADIO 
- justment boards of the armed 
ke services during Tenegotiation to . ° i. 
re soenpaanve excessive profits from Write for our “Six Billion Dollar Picture”. 
~ y type of war contract. Sub- 
4 stantial amounts of wartime ad- 
e vertising originated with firms 
> whose profits were subject to re- 
o negotiation. 
a 3. Allocations: Paper and 
maintenance parts are essential 
, to advertising media. During 
World War II, despite shortages, 
rk, © the needs of advertising media edie nken te 
ye zee carefully considered by the — + oa ponent - 
0 ar Production Board. Paper us- Wilcox, WGAR sportscaster, 
i age was curtailed by 25%. but A WGAR SPONSOR. The famous Sako an tieelead one 
4 conservation measures introduced brother team of the Clark — ein tale Hemmete the 
- by publishers softened the blow. rant Company, Mr. A. + — Northern Ohio listeners the 
ing . tee Camk Gale be (left) and Mr. R. D. Clark (right) scores and sports returns of 
World War II, the Office of Price with GlenaGilbert (AE) of WGAR. Sous macs talainton ak 
a ant Be ee ee Since 1896, their 15 restaurants in want to score saleswise, ask \ 
to ber of ideas hostile to advertis- Cleveland, Akron and Etie, _ Paul Wilco and WGAR. 
oad ing, ot dissented wader eonares- grown so »pular that they now Paul Wilcox and WGAR. 
ng- sional pressure. Specific legisla- servecen million Se a —— 
led tion was passed to prohibit the vinced that “today s children = 
4. introduction of grade labeling. tomorrow's customers”, the te 
A second congressional action pf onsored DB prearee ny —— 
; warned OPA that it must not ee 
- adopt pricing formulas which ee , 
~ ignore ordinary trade practices, RADIO ... AMERICA’S GREATEST ADVERTISING MEDIUM 
ra such as advertising. Similar safe- WGAR...Cleveland...50,000 watts... cas ° Represented Nationally by Edword Petry & Company 
ing guards are included in the De- 
res fense Production Act of 1950. 
win 
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the quality of their products will 
be known to the public. 

“In determining whether such 
expenditures are allowable, cog- 
nizance will be taken of (1) the 
size of the business; (2) the 
amount of prior advertising bud- 
gets; (3) the public patronage rea- 
sonably to be expected in the fu- 
ture; (4) the increased cost of the 
elements entering into the total of 
advertising expenditures; (5) the 
introduction of new products and 
added lines; and (6) buying habits 
necessitated by war restrictions, by 
priorities, and by unavailability of 
many raw materials formerly fab- 
ricated into advertised products. 


ws “Reasonable expenses incurred 
by companies in advertising and 
advertising technique to speed the 
war effort among their own em- 
ployes, and to cut down accidents 
and unnecessary absences and in- 
efficiency, will be allowed as de- 
ductions. Also reasonable expendi- 
tures for advertisements including 
the promotion of government ob- 
jectives in wartime, such as con- 
servation, salvage, or the sale of 
war bonds, which are signed by 
the advertiser, will be deductible 
provided they are reasonable and 
are not made in an attempt to 
avoid proper taxation. 

“It is the statutory responsibility 
of the bureau to determine and col- 
lect federal taxes, among which 
are the income and excess profits 
taxes, and to prevent abuses and 
attempts to avoid the high tax 
rates to which business will be 
subjected. 


ws “No definite rule for determin- 
ing what is reasonable in the 
case of expenditures for advertis- 
ing can be laid down in advance 
so as to fit all situations and all 
classes of taxpayers. In determin- 
ing whether the amounts are rea- 
sonable, it is necessary to take in- 
to consideration all the facts and 
circumstances in each particular 
case. 

“The bureau will consider ap- 
plications for individual rulings, It 
is, however, busy with an unusual 
volume of work, and it is believed 
that if taxpayers will keep in mind 
the foregoing general rules, in- 
dividual rulings will not be nec- 
essary except under most unusual 
circumstances.” .... Sept. 29, 1942. 


w Early in 1948, Deputy Internal 
Revenue Commissioner Edward I. 
McLarney was called before the 
Senate’s War Investigating Com- 
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HIT THE READERSHIP JACKPOT! 


When the postman delivers a 
steady flow of orders, the space 
buyer knows he has hit the reader- 
ship jackpot. 

Mail order advertisers are hitting 
the readership jackpot in Foreign 
Service, the V.F.W. magazine, month 
after month. 

Your advertising deserves this 
high degree of readership if your 
product is needed in the homes of 
more than one million young fami- 
lies—the V.F.W. market. 
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mittee to discuss advertising. He 
maintained that the contents of a 
firm’s ads are not the bureau’s bus- 
iness. 

“Suppose,” said Sen. Owen 
Brewster (R., Me.), then the com- 
mittee chairman, “they published 
an institutional advertisement rec- 
ommending the election of Henry 
Wallace as President of the 
United States.” 

Mr. McLarney: “We would al- 
low it 100% on the grounds that 
it was institutional advertising. Us- 
ing our same test, that we cannot 


concern ourselves as being a direc- 
tor of censorship as to the type—” 

The Chairman: “Yes.” 

Mr. McLarney: “And the man- 
ner in which they advertise, so 
long as the trade name appears on 
the advertising.” 


s At another point, he said: 
“The bureau has not attempted 
to define the type or form of ad- 
vertising which a corporation must 
employ, since it would be imprac- 
tical to consider the deductibility 
of the cost of each advertisement 
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of a taxpayer in the examination 
of its federal tax returns. Various 
forms of advertising may be used 
by a taxpayer to keep its name 
or products before the public. 

“It is recognized that if a tazx- 
payer pays for a full page in a 
newspaper, it may use the page 
solely for institutional advertising 
and thus place on the page only 
its name and address, A taxpayer 
may select a radio program con- 
sisting for the most part of enter- 
tainment, or one devised for ed- 


ucational purposes, or a news 


broadcast as its advertising me- 
dium. A taxpayer is free to choose 
the advertising which best serves 
its purpose.” 
, The Chairman: “To what ex- 
tent have there been problems pre- 
sented in connection with this ag 
to abuses or excesses?” 

Mr. McLarney: “It has not been 
a problem with us, Mr. Chairman, 
because the only challenge that we 
would make in connection with 
advertising taken as deduction on 
the returns is as to whether or not 
it is reasonable in comparison with 
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advertising taken as deductions in 
prior years, and to their business 
for the current year.” 


s He was given this problem: A 
company, under normal conditions, 
spends 10% of its income for ad- 
vertising. It is now entirely en- 
gaged in war work, and its vol- 
ume is ten times its peacetime vol- 
ume. Can it spend ten times as 
much for advertising? 

Mr. McLarney: “I think we 
would immediately feel that the 
advertising may be out of line. It 


may be out of proportion to the ad- 
vertising taken in earlier years. 
We would attempt to lay down 
our test, and our rules, to deter- 
mine what we considered to be 
reasonable.” 


WAR CONTRACTS 

The war contractor’s “Magna 
Charta” was a letter Sept. 8, 1942, 
from the chairman of the War 
Production Board to the Secre- 
taries of War and Navy, the chair- 
man of the Maritime Commission 
and the director of the Treasury 


Procurement Division. 

“As a general rule,” it said, “ad- 
vertising is inadmissable as an 
item of cost in cost-plus-fixed-fee 
contracts, on the reasoning that 
advertising is not required in order 
to do business with the govern- 
ment.” 

There was a single exception: 
“Certain types of advertising of 
an industrial or institutional char- 
acter placed in trade and technical 
journals, not primarily with the 
object of selling particular prod- 
ucts but essentially for the pur- 


pose of offering financial support 
to such trade and technical jour- 
nals, because they are of value 
for the dissemination of trade and 
technical information for the in- 
dustry, are not really an advertis- 
ing expense to effect sales so much 
as an operating expense incurred 
as a matter of policy for the bene- 
fit of the business and the indus- 
try.” 


we The letter continued: 
“Advertising expenditures done 
and paid for out of the contractor’s 
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fee on cost-plus-fixed-fee con- 
tracts, or as part of overhead and 
management expenditures on fixed 
price contracts, are subject to re- 
view by the price adjustment 
boards when they consider the 
broad question of company-wide 
excess profits on war business. 

“A reasonable expenditure for 
advertising shall be allowed by 
these boards even though a com- 
pany shall be substantially en- 
gaged in war production.” 

For his “yardstick,” the chair- 
man of the War Production Board 
went back to the Morganthau 
statement of May 28, 1942: 

“A definition of reasonable ex- 
penditures to be followed by the 
Price Adjustment Boards is con- 
tained in a recent statement of 
the Secretary of Treasury as fol- 
lows: [here was quoted the text 
of Secretary Morgenthau’s state- 
ment which is previously reported 
in this article].” 


s Having quoted the Internal Rev- 
enue formula, the WPB letter con- 
cluded: “When an industry has 
been substantially or wholly con- 
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verted to war production, the price 
adjustment board will recognize 
that the amount of advertising ex- 
penditure necessary to maintain 
a trademark or brand name of a 
product in the public conscious- 
ness is much smaller than that 
required for the promotion of 
the same product in a normal 
competitive market.” 

To get some perspective on the 
significance of this statement: 

1. It says that the government 
will not pay for advertising ex- 
cept for a small amount of copy 
in trade and technical publica- 
tions. 

2. But that a war contractor, 
who is making substantial profits, 
and is called in to renegotiate, may 
deduct from his profit before re- 
negotiation a “reasonable” amount 
for advertising. 


s Most military contracts are of 
these types: (1) Cost-plus-fixed- 
fee (used largely on new weapons, 
where there is limited cost ex- 
perience); (2) Negotiated fixed 
prices (used on military items 
after considerable production ex- 
perience has accumulated); (3) 
Fixed price by competitive bid 
(for consumer-type items). Under 
wartime conditions, all contracts 
are subject to renegotiation, en- 
abling the government to recap- 
ture excessive profits. 

The Renegotiation Act of 1948, 
currently on the books, is applied 
at the present time only to air- 
craft contracts, and is written in- 
to all prime and sub aircraft con- 
tracts in excess of $100,000. Re- 
negotiation rules closely follow 
World War II practices. 

Existing law could be extended 
to ordnance and other materials, 
but National Security Resources 
Board Chairman Stuart Syming- 
ton wants a new and broader law. 
Under such an act, Internal Rev- 
enue rulings might be considered 
too liberal—or they might not. 


@ Though all war contractors are 
concerned with renegotiation, most 
are aiso interested in the joint con- 
tract cost principles, released by 
the services early in 1949. 

Known as Sec. XV of the Armed 
Services Procurement Regulations, 
these cost principles are the-au- 
thority for cost in all cost-plus- 
fixed-fee contracts. In addition, 
they are used as a guide in nego- 
tiating and re-determining price 
in negotiated fixed price contracts 
and for contract termination set- 
tlement. 

In Army contracts, they super- 
cede TD 5,000 used during World 
War II. In Navy contracts, they 
replace the famous “Green Book.” 


ws The background is this: As 
World War II neared its finish, the 
Comptroller General, who reviews 
all federal spending “for fraud and 
negligence,” was claiming that 
trade and technical publication ad- 
vertising, allowed under TD 5,000 
(Treasury Department Regulation 
No. 5,000) was not a legitimate 
cost item in military contracts, 
despite wording of the contracts. 

The Comptroller General’s argu- 
ment was that you don’t have to do 
any advertising in order to make 
the weapons the government is 
buying. Therefore, advertising has 
no legitimate relationship to the 
purpose of the contract. 

There never was a fight to the 


Did Profitable Hobbies 
PAY FOR YOU? 


The answer is“Yes” IF 
you were among the 200 
mail order advertisers 
who ran keyed copy in 
July Profitable Hobbies. 
It’s high time you dis- 
covered this profit pro- 
ducing mail order mag- 
azine! 100,000 ABC! 
Write for sample copy 
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amount of in- 
quiries ever 
received from 
any magazine.” 
, Frank Linker 
Pennsylvania 
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finish. Instead, a truce was ar- 
ranged. The Services, with the 
tacit approval of the Comptroller 
General, prepared the Contract 
Cost Principles. 


@ Under these principles only ad- 
vertising for labor recruiting and 
a limited amount of trade and 
technical advertising are recog- 
nized as a cost item. 

In agreeing to pay for a limited 
amount of trade and technical ad- 
vertising, the services add, “pro- 


vided, such advertising does not 
offer specific products for sale but 
| is placed for the purpose of offer- 
ing financial support to journals 
which are valuable for the dis- 
semination of technical informa- 
tion within the contractor’s indus- 
try.” Par. 204-(a). 

In practice, the amount a con- 
tractor may obtain from the serv- 
ices as compensation for adver- 
tising is related to his other ad- 
ministrative costs, under agree- 


ment with the procurement rep- 


Advertising Age, September 4, 1950, 


resentative of the services. Media 
list and amount per publication 
are prepared by the contractor. 


s In a mobilization program, here 
are the situations facing national 
advertisers: 

All business: Subject to heavy 
corporate income and excess prof- 
its taxes, admittedly an important 
factor in determining ad budgets. 

Businesses engaged entirely in 
peacetime business: Subject only 
to tax laws. No restriction on copy 


content. 

Businesses working under com- 
petitive bid military contracts: 
Subject to renegotiation and to 
tax laws. Government is indirect- 
ly paying for its advertising, since 
ads may be deducted from profit 
before renegotiating, reducing the 
amount that adjustment boards 
may take back. Similarly, ads re- 
duce net profit subject to corporate 
and excess profits taxes. 

Businesses working under nego- 
tiated bid military contracts: Sub- 
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ject to renegotiation and tax laws. 
Also concerned with Contract Cost 
Principles, for trade and technical 
publication advertising, and help 
wanted ads in other media. 
Businesses working under cost- 
plus-fixed-fee contracts: The only 
ads paid by government are trade 
and technical, and help wanted, 
as outlined in Contract Cost Prin- 
ciples. Other ads come out of con- 
tractor’s fee, which is also sub- 
ject to renegotiation and to taxes. 
Businesses partially engaged in 


war work: Advertising costs must 
be apportioned between non-war 
business and contracts subject to 
renegotiation. Firms entirely en- 
gaged in war work must apportion 
advertising claims among contracts 
during renegotiation. 

It should be noted that busi- 
nesses operating under war con- 
tracts generally are required to 
clear ad copy for security. 


ws What about the propriety of 
expenditures for advertising dur- 


ing wartime? 

Here is the opinion of Harry S. 
Truman, speaking before the Mil- 
waukee Advertising Club, March 
23, 1944: 

Firms still in the production of 
civilian goods, who obtain little 
or no profit from sales of war 
goods to the government: 

“In donating part of their ad- 
vertising space to campaigns for 
the advancement of the war ef- 
fort, they are giving up what might 


otherwise be a source of profit to 


themselves. Since these advertis- 
ers are not being compensated by 
escaping a high excess profits tax 
from war business they do not 
have, their only reward lies in the 
fact that they have performed a 
worthy act which most of the pub- 
lic will recognize as such.” 


@ Civilian goods producers whol- 
ly or in part converted to war- 
time production, and unable to 
enter their accustomed markets 
with their peacetime articles: 


440 A MINUTE... 


Sewing thread coated with carbon formed its first flickering filaments. Today a 
wonderful machine assembles 440 perfect incandescent bulbs a minute. For pennies, 
you can buy hundreds of hours of light. , 


INTRICATE MIRACLE... 


The incandescent bulb is the fruit of many sciences and crafts. Ceramics, metallurgy, 
physiology, chemistry, psychology and physics pooled the minds that created it. 

The marvelous mechanism that produces it is the work of inventors, tool makers, 
machine designers and electrical engineers. Glass blowers, miners, and a thousand 
others contributed their skills to this intricate miracle. 


AMERICA WORKS LIKE THAT... 


Uniquely so. Every art, every science, every branch of engineering adds its spark of 
genius to the blazing torch that floods our future path with light . . . 


America can work like that because it has an all-seeing, all-hearing Inter- 


Communications System. 


WHAT AN INTER-COM SYSTEM!... 


Complete communication is the function, is the peculiarly American contribution of the 


business press. . 


. a great company of specially edited magazines devoted to the 


specialized work areas of men who want to manage better, design better, manufacture 
better, research better, sell better . . . 


WHAT WE HAPPEN TO KNOW ... 


The McGraw-Hill business publications are a part of this American Inter-Com System. 
As publishers, we know the consuming insistence of editors on analyzing, interpreting, 


reporting . . 


specialized information reaches interested people quickly. 


As publishers, we know that people pay to subscribe to business publications for the 
sole purpose of listening in on units of the American Inter-Com System. 


As publishers, we make the advertising pages of our business publications available 


for your communications with the people you want to reach. 


. on developing universal acceptance of new ideas . . . on making sure that 


McGRAW-HILL PUBLISHING CO., INC. 


330 WEST 42nd STREET, NEW YORK 18, N. Y. 
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“If these corporations were un- 
able to keep before the public 
their names and the merits of their 
products by advertising, they 
would shortly lose an asset which 
they have spent time and money to 
develop. The cost of maintaining 
this good will asset may be likened 
to keeping up a low head of steam 
in a ship’s engines while the vessel 
is tied up to a dock. In such cases 
it is only fair that the corporation 
be allowed to maintain a reason- 
able volume of advertising which 
should be charged as an expense. 
In many instances advertisers in 
this class have successfully com- 
bined this advertising with the 
promotion of a government spon- 
sored war campaign with best re- 
sults for the companies and their 
products in good will and for the 
nation as well.” 


a “War babies” which had no ex- 
tensive business before the war, 
but which through the erection of 
huge plants at government expense 
and the addition of thousands of 
employes, now have extensive war 
contracts: 

“Since they have no established 
market to protect, any advertising 
which they may be permitted to 
charge as expense before taxes is 
for the sole purpose of creating 
after war good will and markets, 
and constitutes an additional gain 
or benefit from the war that could 
in some instances be of greater 
value than dollar profits. 

“It can be argued that since 
these corporations exist as the re- 
sult of the war they will need as- 
sistance in establishing good will 
and markets for future products 
if they are to operate and employ 
their thousands of employes when 
the war ends. If this argument 
were valid it would also be valid 
to provide them—at the taxpayers’ 
expense—with working capital, 
tools and facilities, thus placing 
them with no contribution of their 
own except service into unfair 
competition with established busi- 
nesses that have grown through 
risk and investment of actual cap- 
ital. Corporations of this third class 
should receive some kind of as- 
sistance but not at the expense of 
the taxpayer.” 

So said the man who, in 1944 
was the top congressional author- 
ity on our war effort, and today, is 
President of the United States. 


Earl Dover Joins Sutton 

Earl M. Dover has been ap- 
pointed district manager of the 
Cnicago territory for Electrical 
Equipment, published by Sutton 
Publishing Co. He replaces Frank 
Thompson, who resigned to go in- 
to business for himself. 


Joins Geyer, Newell & Ganger 

Robert L. Simpson, formerly 
an associate TV director at CBS, 
has been appointed an executive 
producer in the television de- 
partment of Geyer, Newell & 
Ganger, New York. 
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housewares catalog 

with over 1500 items 

may provide your answer to 
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Lawsuit Attacks 


| Robinson-Patman Act, 


the suit 


| named Emerson Radio of Pennsyl- 


Emerson, Admiral 
TV Warranty Plans 


PHILADELPHIA, Aug. 29—Five 
television contractors and two as- 
sociations filed suit in federal 
court here on Aug. 23 demanding 
damages totaling $450,000 from 
Emerson Radio & Phonograph 
Corp., Admiral Radio Corp. and 
two local distributors on charges 
that the defendants forced televi- 
sion set purchasers to pay for a 
one-year parts warranty. 

Filed under the Clayton and 
Sherman Anti-Trust Acts and 


QUALITY...SPEED...ECONOMY 


ANSI VARS \ 


vania Inc. and Peirce-Phelps Inc. 
as the distributors. 

Questioned by ADVERTISING AGE, 
A. Irving Witz, president of Emer- 
son Radio of Pennsylvania, ad- 
mitted the suit was a complete 
surprise to him and that he had not 
seen the briefs. 


s The plaintiffs were the Phila- 
delphia Radio Service Men’s Assn., 
Television Contractors Assn. of 
Philadelphia, Philadelphia Tele- 
vision Service Corp., Wittingham 
Bros. Inc., Albert M. Haas, Inter- 
state Television Service Co. and 
Weber’s Television. 

The suit not only charged mon- 
opoly and conspiracy to restrain 
trade, but singled out Emerson’s 
distributing agency as offering a 
rebate of the warranty charge to 
the purchaser of an Emerson 
service contract. The defendants 
allegedly have eliminated the 
use of replacement parts from 


KIDS’ KIT—New in Hopalong Cassidy en- 

dorsements is this Dr. West's dental kit, 

which: contains a youth's size Miracle- 

Tuft brush, a tube of toothpaste and a 

brushing mirror, all carrying Hoppy’s 
name and picture. 


other sources even though almost 

all parts are standardized. 
Peirce-Phelps, the Admiral dis- 

tributing agency, was also charged 


with imposing an extra charge 


Advertising Age, September 4, 1950° 


on dealers and service men for re- 
placement of picture tubes which 
later were found to be service- 
able. 


Publishes New Magazine 


The first issue of Gallery, “na- 
tional magazine of the exhibition 
world,” has been issued by Fal- 
mouth Publishing House, 129 E. 
74th St., New York. Single-time 
b&w page rate of the new 40¢ 
monthly, which previews major 
fine arts exhibitions, reviews new 
art books and carries news notes 
on schools of art, is $90. The four- 
color rate has not yet been set. 
Gallery will guarantee a circula- 
tion of 4,000 for its October issue. 
Walter Adams is executive editor, 
and Paul K. Hogue, copywriter at 
McCann-Erickson, is advertising 
and promotion director. 


KLX Appoints ]. M. Seropan 


J. M. Seropan, former NBC and 
AEC sales representative, has been 
appointed sales manager of sta- 
om KLX and KLX-FM, Oakland, 

al. 
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BRAINY ZANY fie 


GROUCHO MARX made the 


Be 
bined, 


De Soto—Plymouth Dealers' 


d 


"You Bet Your Life" radio's most popular comedy 


quiz show last spring. 


fans — who have been 


Beginning next month, his 
convulsed by Groucho's 


famous ad libs and astonishing conversation with 
contestants — will be able to see as well as hear 
him when "You Bet Your Life" is presented over 
both the NBC television and radio networks. 
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DOUBLE PLAY | 


"WHAT MAKES a newspaper great?" Pictures like 
this help a lot to spark up the award-winning ad 
series prepared for the Minneapolis Star and 
Tribune by BBDO Minneapolis. This shot of Carol 
Channing, star of Broadway's "Gentlemen Prefer 
Blondes," and John Sherman, drama critic of the 
newspapers, was set up by BBDO New York — 
another example of BBDO inter-office teamwork. 


NEW YORK + BUFFALO + 


CHICAGO 


BOSTON * 


* MINNEAPOLIS * SAN FRANCISCO 


BATTEN, BARTON, DURSTINE & OSBORN, Inc. 
Advertising 


PITTSBURGH + 


CLEVELAND * DETROIT 
* HOLLYWOOD + LOS ANGELES 


H. G. WELLS might have chuckled over this news— 
paper series prepared by BBDO Buffalo for the 
Marine Trust Company of that city. Old photo-— 
graphs transport readers right back to 1905 or 
1887 or 1860—by the simple but startling device 
of captioning them like current news pictures. 
The ads create a friendly feeling for Buffalo's 
largest commercial bank in its centennial year. 


we 


BIG DIFFERENCE 


THE POWERFUL difference between gasoline and 
"Ethyl" gasoline is featured by this new ad— 
vertising technique. The campaign, which makes 
use of such comparisons as "Lion—Dandelion," 


"Bear—Pear," "Eagle—Beagle," 


"Loon—Coon," etc., 


was thoroughly tested before the first in- 
sertion. It is currently proving its strength both 
on an attention-getting and readership basis. 


Limit Civilian 
Demand at Once, 
CED Unit Urges 


New York, Aug. 29—The key to 
success for economic mobilization 
is adequate limitation of non-mili- 
tary demand, the Committee for 
Economic Development warns in a 
statement on “Economic Policy for 
Rearmament,” issued here yester- 
day. 

The new CED statement pre- 
pared by its program committee 
emphasizes that the strategy for 
economic mobilization should rest 
upon three principles: 

“1. Restrain non-military de- 
mand, government and private, to 
release resources for the military 
effort and prevent inflation. 

“2. In particular cases, if the 
general restraint of non-military 
demand does not provide sufficient 
resources for the military effort, 
invoke industry cooperation and, 
if necessary, mandatory produc- 
tion or distribution controls to 
assure the availability of mate- 
rials, manpower and facilities. 

“3. Keep the economy as free 
as possible, and minimize use of 
direct controls, including price, 
wage and rationing controls, in 
order to avoid freezing an economy 
that must be kept growing.” 


ws Chief reliance in restraining de- 
mand, the committee says, should 
be placed on fiscal, monetary and 
debt measures. It stresses the 
point that because present infla- 
tion results largely from a military 
program this does not make these 
instruments less appropriate. 
“They are appropriate because 
they can be effective.” 

“We need quick and fundamen- 
tal action now,” CED insists. “We 
need higher taxes, now. We need 
action to cut government expend- 
itures, now. We need strict con- 
trol on consumers’ credit, now. 
We need strict control on con- 
struction credit, government and 
private, now. We need general 
credit restraints, now. We need full 
and responsible explanation to the 
American people of the dimensions 
of the program upon which the 
nation has embarked and of the 
requirements that it places upon 
them.” 


# In addition, the committee says, 
it would be helpful if the Congress 
would establish an investigating 
committee to inform itself and the 
public of the facts about hoarding, 
speculation, and excessive price or 
wage increases. This congressional 
committee, CED suggests, should 
be alert for situations in which the 
activity of individuals or groups 
threaten to interfere with the mil- 
itary effort. Exposure of the facts, 
it says, would be a powerful force 
for correction and a powerful anti- 
dote for hysteria. 

Meyer Kestnbaum, president of 
Hart Schaffner & Marx, Chicago, 
is chairman of the CED program 
committee. Other members in- 
clude: Marion B. Folsom, CED 
board chairman and treasurer of 
Eastman Kodak Co., Rochester, N. 
Y.; J. Cameron Thomson, presi- 
dent, Northwest Bancorporation, 
Minneapolis; John D. Biggers, 
president, Libbey-Owens-Ford 
Glass Co., Toledo; Gardner Cowles, 
president and publisher, Des 
Moines Register & Tribune; Fred 
Lazarus Jr., president, Federated 
Department Stores, Cincinnati; 
Philip D. Reed, chairman of the 
board, General Electric Co., New 
York; and Beardsley Ruml, New 
York. 


Scheel Agency Moves 

Scheel Advertising Agency has 
moved to new offices at 1725 
Doan Ave., East Cleveland 12. 
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— Footnotes 


L———» By G. D. CRAIN JR, ae 


Many companies are taking a 
look at their sales and advertising 
operations in the light of the Kor- 
ean war and its implications as to 
possible shortages of materials and 
manpower. Here is the way a lead- 
ing national advertiser is handling 
the situation, as reported by the 
advertising manager: 

“We had a policy meeting with 
the top management of the com- 
pany, and after considering all 
factors, decided that the only sound 
policy for our company is to go 
right ahead with our normal mar- 
keting activities, for as long as we 
are able. 

“We feel we have an obligation 
to our employes, our customers 
and our stockholders to continue to 
supply our products in as large 
quantities and with the same reg- 
ularity as in the past. When con- 
ditions change so that we cannot 
continue to do this, we will of 
course change our procedure. 


a “We have had a meeting of our 
distributors, to assure them that 
we shall continue to take care of 
their needs, and that when and if 
we cannot make our products in 
normal quantities, they will share 
fairly the output that we can 
maintain. 

“We have decided to increase 
our advertising, feeling that the 
present active demand for our 
products should be supported with 
strong, informative copy. If we 
find later that we cannot supply 
the full demand, we shall have 
other types of copy available for 
publication. 

“All of this is business as usual, 
but our company believes that 
there is no reason for business to 
falter because of the emergency 
created by the war in Korea. It 
will serve a useful purpose for all 
concerned for us to produce and 
distribute our products in a nor- 
mal way just as long as conditions 
permit us to do so.” 

There is always a touch of hys- 
teria in some of the thinking that 
develops because of unusual con- 
ditions, but this statement of pol- 
icy and plans seems to make a lot 
of sense. 


Lebow Puts Magazine Ads 
into Book for Retailers 


Lebow Bros., men’s clothing 
manufacturer, Baltimore, will use 
full pages in Flair, Harper’s Ba- 
zaar, Holiday, The New Yorker, 
Town & Country and Vogue in a 
fall campaign using the theme 
“The Lady Says Yes.” Henry J. 
Kaufman & Associates, Washing- 
ton, is the agency. 

The campaign is reproduced in 
a 96-page hard-bound book, which 
is supplied to retailers with local 
newspaper adaptations, direct 
mail pieces, radio and TV ideas 
and window and poster material. 
The book, said to be the most 
elaborate ever offered in the 
men’s wear field, is bound with 
actual Lebow fabrics with leather- 
ette edging and finished with gold 
stamped title. 


Auto Dealer Week Scheduled 


National Automobile Dealer 
Week, under the sponsorship of 
the National Automobile Dealers 
Assn., has been scheduled for Oct. 
22-28. Some dealers and dealer 
groups have planned parades, 
service specials, radio and televi- 
sion broadcasts, newspaper ads, 
special displays, banquets, etc., 
for this event. 


Spachner Named Chairman 


John V. Spachner, executive 
vice-president of Container Corp. 
of America, Chicago, has been 
elected chairman of the newly 
formed Weatherproof Fibre Box 
Group, a voluntary, non-profit as- 
sociation of producers of cor- 
rugated and solid fibre contain- 


Nearly All Grocery 
Chains Show Sharp 
Sales Gains in July 


New York, Aug. 29—Chain 
grocery store sales in July rose 
15% above sales in July, 1949, ac- 
cording to the latest Chain Store 
Age regional sales tabulation. 

This nationwide average sales 
gain, calculated from reports re- 
ceived from 103 food chains which 
operate a total of 16,259 stores, 
was attributed by the magazine 
largely to the international situa- 
tion. 

The 15% sales gain was the 
highest recorded in 22 months for 
the nation as a whole. Several re- 
gions returned their highest in- 
creases in two years, Chain Store 
Age said. 

The Middle Atlantic and East 
Central regions showed the great- 


est gains—17.5% and 16.5% re- 
spectively. The Southeast, with an 
increase of 15.8%, and New Eng- 
land, with a 15.5% gain, were 
close behind the leaders. The 
Rocky Mountain states were up 
13.0%; the Southwest 12.8%; the 


West Central region 11.9%; and/| 


even the Pacific Coast, which had 
returned minus figures for 17 of 
the past 19 months, had an in- 
crease of 3.8%. 

Almost every one of the 103 re- 
porting chains, the magazine re- 
ports, showed an increase in sales 
over 49. 


Appoints Shelhamer Agency 

The Seattle .office of Golden 
Grain Macaroni has named Vance 
Shelhamer Advertising Agency, 
Seattle, to handle its advertising. 
Newspapers will be used primari- 
ly. Wando Zackovich, formerly 
news editor of the West Seattle 
Herald, has been appointed to han- 
dle publicity at Shelhamer. 


WNBT Promotes Two 


John H. Reber, formerly pro- 
gram manager, has been advanced 
to sales manager of WNBT, New 
York, replacing John C. Warren, 
who resigned some time ago to 
enter the radio manufacturing 
business. Promoted to fill Mr. 
Reber’s former post was Ivan A. 
Reiner, previously director and 
production assistant. 


WELM Joins Columbia 
WELM, Elmira, N. Y., will join 
Columbia Broadcasting System ef- 
fective Jan. 21, 1951. The 250-watt 
station currently is affiliated with 
American Broadcasting Co. 


Schedules Art Exhibit 


The 18th annual exhibit of the 
Art Directors Club of Chicago will 
be held at the Chicago Art In- 
stitute Nov. 7-21. Final closing 
date for entries has been set far 
Sept. 20. William Miller, art di- 
|rector of General Outdoor Ad- 
vertising, is general chairman of 
the committee handling the ex- 
hibit. 


KCJB Joins Columbia 

KCJB, Minot, S. D., has affil- 
iated with the Columbia Broad- 
casting System. This brings the 
total of the network’s stations to 
190. 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY 


ADMINISTRATION 


ers, 


but Bee 


is a newspaper 


The busy collector of honey is completely oblivious of 
the question of lower case or capital letters. Not in- 
different, however, are the folks who put out news- 
papers named for Apis mellifera. 


For the same reason, we have a lively interest in the 
use of a capital initial for Coke, the friendly abbrevia- 
tion for Coca-Cola. Spelled with a lower case “‘c,”’ it 
means something entirely different. 


Coke and Coca-Cola are registered trade-marks which 
distinguish our product. And good practice requires 
the owner of a trade-mark to protect it diligently. That’s 


THE COCA-COLA COMPANY 


“C.” It’s as important to us 


_ why we ask you always to spell Coke with a capital 


as the use of a capital 


initial in the spelling of a newspaper’s name. 


Ask for it either way 
... both trade-marks 
mean the same thing. 
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Missouri Wanted 

to Know 

sO 

Tennessee 
Told Her 


You’ve seen these remarkable reader- 
ship charts in our advertising. Ask to 


see the proof—Richard Manville’s re- 


ports to our editors are available for 


your personal examination. 
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If you‘re a “SHOW ME” advertiser 


like the State of Missouri—you’'re interested 
in proof, not claims. 


Mr. Gregory’s letter is a sample of the kind of 
proof we're prepared to deliver. 


omething to 
THE AMERICAN 


issouri 7 
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What They’re Saying About 
The American Legion Magazine 


“American Legion Magazine by far outdrew any 

other publication or media in point of reader 

interest reflected through mail inquiries.” 
C.T.—New York, N.Y. 


". .. we have already received a multitude of 
inquiries from all over the country.” 
J.A.W.—St. Louis, Mo. 


“You will be interested to know that between 
twelve and thirteen hundred orders resulted 
from this ‘write-up’ and the very large majority 
of these orders contained the one dollar or 
money order of that amount.” 

E.B.W.—Detroit, Mich. 


“I think you will be interested to know that this 
rating in the Legion Magazine topped the rat- 
ings this same ad received in all the other na- 
tional magazines in which it appeared.” 
G.E.M.—New York, N. Y. 


“We are happy to say that the response has been 
one of the heaviest of all the various publica- 
tions.” P.H.S.—Montgomery, Ala. 


“..let me say that the results have been terrific.” 
L.A.K.—Evanston, Ill. 


“The response was wonderful. We have re- 
ceived hundreds of letters from veterans all over 
the United States and orders are being received 
in every mail.” S.C.F.—Lincoln Park, N. J. 


“You will be pleased to know that the number 
of replies or rather inquiries and individual or- 
ders we received from the readers of the Amer- 
ican Legion far exceeded the number received 
from other publications.” 

R.G.—New Britain, Conn. 


“Frankly, the influx of inquiries from individ- 

uals, dealers, jobbers, and distributors was, ex- 

pressing it mildly, simply amazing.” 
D.C.—Louisville, Ky. 


“Incidentally, readership of your publication 
must be terrific.” S.L.F.—Columbia, S.C. 


“When a single spread in a magazine lures bet- 
ter than a third of a million coupon returns, I’m 
convinced that advertising in that particular 
magazine is read and acted upon.” 
jJ.S.N.—New York, N.Y. 


We have hundreds of statements like these in our 
files. We'll be glad to show you the original 
letters in which the above comments appear. 
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Carolinas Ad Execs Denounce False 
Bills on Co-op Copy; Pledge Aid 


(Continued from Page 1) 


of any practices, schemes or meth- 
ods that would in any way bring 
discredit upon the newspaper ad- 
vertising business,” and declared 
“the members of this association, 
jointly and _ severally, 
lend their individual and joint ef- 
forts to prevent this practice.” 

The directors believe their group 
is the first to take such action. 


@ The association’s action was 
taken after hearing William C. 
Lassiter, general counsel of the 
North Carolina Press Assn., warn 
them of the newspaper’s liability 
in double billing. (Mr. Lassiter’s 
views, as given to the NCPA, were 
reported at length in AA last 
week.) 

He also emphasized legal prec- 
edents which hold that publishers 
who make a price error in an ad 
have no responsibility if the ad- 
vertiser elects to sell the goods at 
the advertised price. The courts 
have held, he commented, that 
advertisements are not “offers to 
sell” but invitations. He advised 
inclusion of a disclaimer in ad- 
vertising contracts, specifically 
stating that the publisher would 
assume no responsibility for a 
price error. 

In the event that a price error is 
made, he advised the publisher to 
tell the advertiser promptly in a 
letter that the advertiser should 
not sell the goods at the adver- 
tised price. In practical cases, he 
conceded, publishers have often 
compromised and assumed part of 
the loss—but no legal responsibil- 
ity attaches to them. 


s Karl F. Moore, director of the 
Bureau of Advertising’s retail di- 
vision, asked the group for more 
retail success stories, and prom- 
ised a continuing stream of suc- 
cess story promotion. He warned 
the admen that television and ra- 
dio do a much better job of pro- 
moting their success in retail 
fields, particularly with retail 
business papers. 

Vincent J. Kelley, vice-presi- 
dent of Jann & Kelley, newspaper 
representative, said the future of 
the Southeast is assured, asserting 
that the gains already registered 
by the region industrially and 
economically mean its continued 
growth as a market. He urged the 
admen to sell their section “like 
Texans,” and underlined the im- 
portance of the bureau’s new 
“grass roots approach,” in which 
newspaper men are asked to step 
up their selling efforts on local 
wholesalers and branch managers. 


w Stephen A. Douglas, sales pro- 
motion manager of Kroger Co., 
told the group Kroger has spent 
$10,700,000 in newspapers in the 
past five years, and will spend 
more in 1950 and 1951 than in any 
two years of Kroger history. He 
decried the notion that competi- 
tion is dying in the food business, 
citing the fact that in some stores 
Coca-Cola cartons are sold for 19¢, 
that sugar is given away with a 
$7 grocery order, and that more 


OF DIAMONDS 


RIGHT IN YOUR OWN BACKYARD 


There's untold wealth at your elbow! 
15 million Negroes spend 10 billion 
dollars a year on every type product! 
Reach this big buying public through 
the Negro press. For information write 
interstate United Newspapers, Inc., 545 


Fifth Avenue, N. Y., serving America’s 
leading advertisers over a decade. 
NOTE: We now have facts compiled by the 

* Research Co. of America on brand 
preferences of Negroes from coast to coast. 
‘Write now for this free information. 
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and more supermarkets are open 
seven days a week, 24 hours a day. 

Newspaper admen will be con- 
fronted with some cancellations, 
Mr. Douglas admitted, but his rem- 
edy is simple: harder selling to 
counteract the cancellations. 

The group discussed the prob- 
lem of automotive dealers seeking 
retail rates, but took no definite 
action. “I’m satisfied the consen- 
sus is to hold the line,” one ad- 
vertising director told AA. 

The mid-winter meeting of the 
group will be held in Burlington, 
N. C. 


LOWY APPLAUDS CO-OP 
ACTION; ASKS MORE HELP 


Cuicaco, Aug. 30—“William C. 
Lassiter and the members of the 
Newspaper Advertising Executives 


of the Carolinas deserve a heart- 
felt round of applause for what 
they have done to clarify the co- 
op advertising situation,” Walter 
H. Lowy, vice-president and ad- 
vertising director of the Formfit 
Co., told ADVERTISING AGE today. 

Mr. Lowy, who is chairman of 
the cooperative advertising com- 
mittee of the Assn. of National Ad- 
vertisers, and one of the country’s 
foremost advocates of co-op ad- 
vertising, as well as one of the 
leading fighters against its abuses, 
said he was particularly glad that 
the Carolina newspaper executives 
and their legal counsel—to quote 
Mr. Lassiter—had branded “one 
of the most flagrant abuses of the 
co-op system for what it is— 
fraud.” 

“The problem,” Mr. Lowy said, 
“is not so much that retailers are 
trying to put something over on 
manufacturers, but that no one 
has ever made the situation clear. 
As a result, many retailers who 
would recoil instinctively from 
anything which they thought was 
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even remotely dishonest, have 
come to accept the idea of* col- 
lecting more than they pay for co- 
op advertising as a sort of normal 
business practice.” 

es “For that reason,” Mr. Lowy 
said, “it is particularly encourag- 
ing to see an association of news- 
paper advertising men meeting 
one of the recognized evils of co- 
op advertising head on, and doing 
something about it. 

“TI shall personally be delighted 
to do anything I can to help this 
movement, toward the elimination 
of ‘double-billing’ for newspaper 
cooperative space, along in any 
way I can. I particularly hope that 
what the Carolinas newspaper 
men have started will spread 
throughout the country, and that 
newspapers will not only desist 
from a practice for which there is 
no moral or legal justification, but 
will actively attempt to educate 
local retailers to the end that the 
entire situation will improve. 

“I certainly don’t want to be- 


little the big step forward which 
the Carolinas group has taken, but 
it is important to point out that the 
greatest single thing newspapers 
can do to eliminate this fraudulent 
practice of charging manufacturers 
a higher than actual rate for co-op 
advertising is to make their re- 
tail rates public. Then a manu- 
facturer would know, for a cer- 
tainty, whether he was being false- 
ly billed for cooperative advertis- 
ing. As things stand now, with re- 
tail newspaper rates generally 
kept as closely guarded secrets, it 
is practically impossible for any 
manufacturer to know whether he 
is being defrauded. 

“That is one very important rea- 
son, I am convinced, why no man- 
ufacturer has ever taken a cooper- 
ative rate case into court.” 


a The help of newspapers is es- 
sential to stamping out some of the 
evils of cooperative advertising, 
Mr. Lowy pointed out, “but the 
greatest weakness of this very im- 
portant tool of promotion is the 


He’s middle aged and medium height, medium 
stout, medium gray...as ordinary looking a man 


as you'll see anywhere. 


He speaks to everybody in town. To the ladies 
and kids, he is Mr. Riley. By custom, every local 


male over sixteen calls him Joe. 


However, if you list the big shots in town, Joe 
Riley’s name will come close to the top. Whenever 
somebody has to put the heat on the legislature, 
or head upa fund drive, or handle a civic headache, 
Joe is first choice for the job. He’s a member of 
the Town Council and School Board, and a past 
president of the Chamber of Commerce and Rotary. 

A couple of years back, when a big company 
was looking for a branch plant location, Joe had 
pictures taken of the town, lined up a list of the 
kind of workers needed, went to New York, sold 


his town to the big company. 


Jor Riteyis that stock character, the self-made 
man. Farm boy, finished high school, got a job 
in the bank. He figured there ought to be a future 
in automobiles, and the bank lent him the money 


to get a dealer franchise. 


The business did well until 1930. The next four 
years were brutal. Joe kept going on repair jobs. 
As other dealers folded up, the manufacturers 
switched the franchises to Joe. He ended up with 
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three makes of cars, a line of trucks, and as state 
distributor for tires and accessories. 


When he put up a three-story building in 1940, 
some people thought he was nuts: But during the 


War, he had more service work than he could 

handle. Ever since cars came back he’s been a 

Big Operator ... with an income in six figures! 
Beside his own business, he owns a couple of 


farms, some town property; and a piece of three 


PsycHoanaLyst Out?..Square dancing 


businesses started since the War. 

Joe lives in a big old house with well kept 
grounds, no better looking than a lot of houses in 
the town. But the new party room in his basement 


Cheboygan, Mich. streets were potholed, 
stores needed paint, half the workers were 
idle ... Today the town has new business 
and a fresh spirit. Read “The Boot Straps 
of Michigan” by Holmes Alexander. 


Cash Recisters ... John Patterson 
with an idea and an old factory, made cash 
registers a general utility .. . ‘The Man 


Who Sold Honesty” by Roger Burlingame. 


seems to cure everything! “The Turkey’s 
In The Straw Again,” by Joseph Stocker. 


Scaine Up Propuction...A New York 
company increased efficiency of office 
workers 60-95% with background music 
... “The Music That Nobody Hears,” by 
Lawrence Lader is well worth reading! 

Anp a Dozen other significant articles 
for the business man...in September issue. 
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may touch $500. Last couple 


is well stocked. And his guns and fishing tackle 
['  *set him back several thousand dollars. 

Joe entertains a lot, mostly for business. In 
the summer months, his tab at the Country Club 
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If our business were automobiles, caviar, fine 
furniture and furnishings, television sets, air 
conditioning, bathroom fixtures, liquor, securities, 
speedboats, tires, annuities, power lawn mowers, 
brandied kumquats, or the best of anything in its 


and hints on cooking separate 16 
chapters. Though the number of 
pages is said to be small for so 
many recipes, the book is 
thorough due to use of key recipes 
and variations. 


Pacific Trio Now Quad with 
Purchase of ‘Utah Farmer’ 

Pacific Northwest Farm Trio 
has become Pacific Northwest 
Farm Quad with its purchase of 
the Utah Farmer. Headquarters 
and staff of the 70-year-old Utah 
publication continue unchanged at 
Salt Lake City but it will be 
printed in Spokane with the 
Idaho Farmer, Oregon Farmer and 
Washington Farmer. 

There will be a combination 
rate for the Idaho and Utah pa- 
pers as well as individual paper 
rates and a Quad combination rate 
(combined circulation: 190,000). 
Western Associated Farm Papers 
is the national representative. 


‘Motorsport’ Bows in East 

The first issue of Motorsport, 
bearing an October date line and 
dedicated to stimulating and main- 
taining interest in the sporting 
side of motoring, appeared on the 
newsstands in the East last week. 
The new magazine, published by 
Rockley Publications, Silver 
Spring, Md., will have a national 
newsstand circulation between 50,- 
000 and 75,000, Joseph J. Hardie, 
publisher and advertising manag- 
er, told AA, and a base advertis- 
ing rate of $300, one-time for a 


Mrs. Riley spent a month in Miami. class—we would go to the small town market. 
And we most certainly would advertise our 


products in Nation’s Business! 


b&w page. Advertising, editorial 
and executive offices are at 215 


Ty Jor Ritey’s town (pop. 15,000), there are at Fourth Ave., New York 3. 


least fifty men whose incomes are on a par with 
New York City vice presidents . . . but they get 
more out of life, and more for their money! 

In the small town housing costs less, and living 
costs are lower. Domestic servants are not high 
priced specialists. Income, after taxes, includes 
more loose spending money. And the prosperous 
small town business man comes as close to the 
legendary life of Riley as anybody can these days! 


= 


Nation’s Business is the largest medium to 
business men. Its circulation is in excess of 
675,000—almost twice that of any other general 
business publication. 

Why so many business men like this magazine 
is another story .. . That they pay $15.00 fora 
three-year subscription is evidence they want it; 
that the majority renew, is further evidence. 

National Analysts study of 1949 showed that 
24% of NB subscribers earn more than $10,000 
and 64% upwards of $5,000. And 91% influence 
their firms’ expenditures! 

With more circulation in major .cities, and 
among big company executives than any other 
general business magazine, Nation’s Business also 
offers 250,000 business men in small towns—a 
tremendous plus of high buying power! 

If you don’t know as much about Nation’s 
Business as you should call the nearest NB office. 


c 


MEMO )) Za 
Space Suyers 


Be Your Own Media Expert! 


Check the volume of mail order 
copy in the magazines that want 
your advertising dollars. 

If these books are being used 
consistently by mail order space 
buyers, that’s the only readership 
guarantee you need. 

Since 1940, Foreign Service mail 
order copy lineage has increased 
more than 500 per cent! Here is 
absolute proof of the high reader- 
ship you can get for your advertis- 
ing dollars in Foreign Service, the 
V.F.W. magazine. 

Take a tip from the mail order 
space buyers. Be your own media 
expert! 


Few manufacturers are aware of the luxury 
market today in small towns ...not many prospects 
per town, perhaps, but an awful lot of towns! 


WRITE TODAY FOR FREE SAMPLE 
COPIES OF LAST THREE ISSUES 


Toreign Sewice 
THE V.F.W. MAGAZINE 


Dan B. Jesse, Jr. & Associates, Inc. 
Advertising Directors 
10 East 43rd St., New York 17, N. Y. 


NATIONS BUSINESS 


WASHINGTON, NEW YORK, CHICAGO, DETROIT, CLEVELAND, 
SAN FRANCISCO, LOS ANGELES, SEATTLE AND DALLAS 
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First Adman Mustered 
into Mobilization Effort 
WASHINGTON, Sept. 1—W. How- 
ard Chase, General Foods Corp.’s 
director of public relations, is the 
first adman to be mustered into 
the nation’s mobilization effort. 
He is down at the Department of 


By STANLEY E. COHEN, Washington Editor 


Commerce, helping I. T. & T. 
president William H. Harrison set 
up the new “National Production 
Authority.” 

As yet, his role is purely unof- 
ficial. At the request of Com- 
merce Secretary Charles Sawyer, 
he’s helping the Harrison organ- 


The DIRECT SELLING LEGION - 50,000 STRONG! 


. Greatest Single Organized Force in a 
MULTI-BILLION-DOLLAR MARKET - Founded and uaa by 


SPECIALTY SALESMAN MAGAZINE 


WRITE TODAY 


GENERAL OFFICES: 307 N. Michigan Ave., Phone RAndolph 6-0743 
CHICAGO f, ILLINOIS 


FOR FACTS. EASI—70 East 45th, 45th, New York 17, NY. Phone Murray Hill 44525 


610 S. Broadway, Los Angeles, Cal,’ 


Phane Vandike 9363 


ization find the answers to the in- 
evitable public relations problems: 

How do you deal with people 
who want information? 

How do you make it easy for 
visiting business men to get in- 
formation without chasing from 
office to office? 

How do you help Congress get 
the answers to problems which 
bother members and their consti- 
tuents? 

. 7 * 


The Commerce Department has 
announced that the civilian econo- 
my will be confined to the amount 
of rubber it used in 1949. That’s 
a cutback of about 20% from pres- 
ent boom rates of rubber goods 
production. 

Fast action on rubber is not a 
precedent for other commodities. 
Rubber is under a special control 
act. The rubber industry advisory 
committee never demobilized. 

Most experts believe cutbacks in 
consumer goods production are 
still several months away, simply 
because it takes that much time to 


place military orders and get them 
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into production. 

In the next few days, Commerce 
Department will have a ceiling on 
inventories and a general priority 
for military items. Detailed pri- 
orities for steel and nonferrous 
metals will probably wait until 
after the turn of the year. 

» ~ & 


The State Department’s over- 
seas missions expect to buy foreign 
newspaper space and radio time 
under the reinvigorated “Voice” 
program approved by the House 
last week. 

Tentatively, the department is 
thinking in terms of 13 quarter 
page insertions in over 800 papers 
in 18 countries: Total cost $900,- 
000. Another $200,000 is earmark- 
ed for overseas radio production 
and air time. 

The ad program would center 
in “the crucial periphery”—na- 
tions just outside the iron curtain. 
Copy would attempt to discredit 
Red claims by providing informa- 
tion about basic American princi- 
ples. Production plans are nebu- 
lous, but the department hopes it 


Not a cough in a carload! 
(with an offhand wave to Old Gold) 


Last year swine producers on an inspection 
tour watched 140 pigs come charging out of a 
barn in a cloud of dust. Not one pig sneezed! 

Significance : Well-bred,well-fed,and properly 
housed hogs are not allergic to dust, get to 
market earlier, bring more. 


Farming is a business... 


Eggs by ear... 
brown-shelled eggs. A hen with white ear 
lobes lays white-shelled eggs. 

Like other manufacturers, the farmer 
has to know his machinery.. 
to use it to best advantage. 


A hen with red ears lays 


.and how 


and the smarter 


farm businessman utilizes the newest research, 
test plot data, ag experiment station findings, 
to keep current with changes in the country’s 
fastest changing industry. 

Good farmers try new means for increasing 
cream in milk, stepping up size and number of 
eggs, growing more ears of corn per stalk and 
per acre, getting larger litters, turning turkeys 
from seasonal to staple sales, conserving the 


dhe 


Spring rains for use in Summer . . 


. and getting 


better production at minimum cost! 


Best opportunity for better business . . . is 
Successful Farming’s circulation, the nation’s 


best farmer businessmen, a major market of 
more than 1,200,000 families of which over a 
million are concentrated in the 15 agricultural 
Heart states, with the best land, best brains, 


. best techniques, best yields, and best incomes... 


earning 50% more than the US average. 
Advertising in general media misses much of 


the best food growers market, needs yQ{XANS ARN 


SUCCESSFUL FARMING for its deep 
penetration and wide influence 
based on forty years of service. 
Highly prosperous, improving their 
production plants and homes, with 
big backlog of savings from the most 
profitable decade in agricultural history, the SF 
audience is today’s best class market... Ask any 
SF office for full facts. SuccEssFUL FARMING, Des 
Moines, New York, Chicago, Cleveland, Detroit, 
Atlanta, San Francisco, Los Angeles. 


will get advice from the Advertis- 
ing Council. Placing of ads will be 
controlled by the department’s 
overseas offices. 

7 . + 


The basing point controversy 
rages on, despite assurance from 
President Truman that no legiti- 
mate business practice is being 
questioned. A special Senate com- 
merce “watchdog” subcommittee, 
set up after the President vetoed 
the so-called basing point bill 
(S. 1008), found last week that 
Federal Trade commissioners still 
disagree over the business man’s 
right to absorb freight costs in 
order to meet a competitor’s price, 

FTC Chairman James Mead said 
freight absorption is O.K.; but all 
too often it is part of a pattern of 
actions which add up to “unfair 
competition.” Commissioner Low- 
ell Mason said business men are 
entitled to something more defin- 
ite than individual case treatment. 
He says FTC ought to permit all 
freight absorption—even “system- 
atic and continuous,” as long as 
there is no evidence of conspiracy, 


The Agriculture Department says 
recent food price increases haven’t 
helped the farmer a bit. Food 
prices began climbing in March, 
but in June, the farmer’s share of 
the food dollar was only 46¢, the 
lowest of any postwar month. 
Higher marketing costs absorbed 
virtually all of the price hikes 
for meat, fruit and vegetables, the 
bureau of agricultural economics 
says. 

* * 

The Federal Power Commission 
believes the next 20 years will be 
a boom period for the nation’s 
southwestern region—Louisiana, 
Arkansas, Oklahoma, Kansas and 
parts of Missouri, Mississippi and 
Texas. Population is almost sure to 
increase from 14.4 million to 18 
million, Industrial growth is ex- 
pected in such fields as chemicals, 
food, nonferrous metals, lumber, 
paper, stone, glass, iron and steel, 
and aircraft. 

FPC believes the region’s elec- 
tric power requirements will be 
about 45 billion kilowatt hours in 
1970, compared with 14.5 billion 
in 1947. For details write publica- 
tions section, Federal Power Com- 
mission, Washington 25, D. C., for 
FPC P-24. Price: $1. 


Hartwig Displays Opens 
N. Y. Plant; Names 4 

Hartwig Displays, Milwaukee, 
has opened an eastern division 
plant at 40 W. 170th St., New York, 
to offer consultation, design, con- 
struction, warehousing and field 
service operations to its eastern 
market. Hampton H. Barton, 
former president of Hampton Ex- 
hibits, New York, and formerly 
general manager of Beck & Wall, 
Cleveland, is supervisor of the 
new plant. 

Edward W. Pollack, formerly in 
charge of Hartwig’s design and 
sales office, New York, has been 
named director of sales. Herbert 
Rosenthal has been appointed art 
director, and Winni Thrup, for- 
merly with Messmore & Damon, 
has been named designer and sales 
associate. 


Stitzel-Weller Names Two 


Stitzel-Weller Distillery, Louis- 
ville, distiller of Old Fitzgerald, 
has named J. Glennon Walsh, 
former director of sales for John 
T. Lloyd Co., and Carl Arnold, 
former southern division sales 
manager of Frankfort Distillers 
Corp., to its sales staff. Mr. Walsh 
will concentrate in the develop- 
ment of new markets and brands 
for Old Fitzgerald. Mr. Arnold 
will make his headquarters in 
Louisville, covering the southern 
area specializing in merchandis- 
ing promotions with wholesalers 
in further expansion of Old Fitz- 
gerald sales. 


Rhodes to Lettercrafters 


Paul W. Rhodes Jr., formerly 
with American Home Foods Inc., 
has joined Lettercrafters Inc., New 
York producer of direct mail. 
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REALISTIC—Bendix Home Appliances is ready for fall weather Overlays are available for gas and electric utilities providing 
with this 24-sheet poster, just released for its automatic dryer. for emphasis on the fuels used. 


TALKING POSTER URGES SAFETY—Station WIP, Philadelphia, in cooperation with 
the Philadelphia Highway Traffic Board, the City of Philadelphia and General Out- 
door Advertising Co., is planning a series of talking posters like the one above, to 
promote traffic safety. The huge board shows singer Lanny Ross at a WIP micro- 
phone, and passersby can hear his voice coming from the display and urging motor- 


AQART BRP ata 


ier Be a BS 


ists and pedestrians to be careful. 


TRF RES cen 


WEXL WINNER—The “Miss Cleveland 
Television” title in Station WEXL’s local 
contest was won by Deborah Linn, who 
works in the display department of Halle 
Bros. Co. department store. 


BEER PY cw. 


INDUSTRIAL OUTING—At the Ontario Country Club, Ontario, N. Y., during the 
annual summer frolic of the Rochester chapter of the National Industrial Adver- 
tisers Assn. this croupier was photographed while at the change table. From left 
to right, are: Armin Bender of Station WHAM; Neil A. Gallagher of Charles L. 
Rumrill & Co.; Nick Kornet of Kornet Displays; and Albert Scrivener of Scrivener 
Lewis & Co. The man in the background with dark glasses was not identified. 


a CR 


(ge Ra ce 


Nuctous riavory 
BASKETFUL—This 3’-high display holds a stack of new packs holding six regular REALISTIC—Part of a new Ballantine ale 
size rolls - poser bee rere ue Senay no ned campaign, this display is Laing made TOKEN—The Detroit Adcrafters’ summer outing, ““Adcrafest,” cost Robert E. Franklin 
ceil tee 4 one seer ¥ ie ‘ a je fom. Wi wage “hae ee _ available to dealers in 270 square inch (left) a gashed leg as John J. Egan (right) accidentally fell on him in a softball 
by For' ithograph Co. in collaboration wi alter A. Lapham, Necco’s size by P. Ballantine & Sons, Newark. game. So Kelvinator ad department associates of Mr. Franklin (he’s assistant sales 


merchandising manager. 


i PLAN AD PROGRAM—Offices of Baverlein Inc., New Orleans, 
were the meeting place for members of the Louisiana Sweet 
Potato Advertising and Development Commission, who got to- 
gether to plan the 1950-1951 advertising program for the 

Lovisiana product. Left to right are Pierre Villere, vice-president 


and account executive of the Baverlein agency; Hardley E. 


Philley; J. J. Ar " tive director of the commission; 
Gaston Horaist Jr.; Francis Bertinot; R. J. Castille, the com- 
mission's secretary-treasurer; Charles Sinagra; and Clarke Sal- 
mon Sr., president of Baverlein. 


promotion manager) had this “Spike Egan Memorial Trophy” made—a baseball 
shoe gilded and spiked—for presentation ct special ceremonies. Mr. Egan is vice- 
president of Michigan Typesetting Co. 


CHRISTMAS BUILD-UP—Wilbur VanSant (right), president of VanSant, Dugdale & 

Co., Baltimore; Dan Loden (left), account executive; and Don Buckley, copywriter, in- 

spect a presentation of a forthcoming Christmas promotion for Carvel Hall cutlery, 
made by Chas. D. Briddell Inc., Crisfield, Md. 
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No, 3724, This Is KFAB, Omaha. 


Facts about KFAB and its posi- 
tion in midwest broadcasting are 


presented 
published by the station. It in- 
cludes several sections reporting 
on coverage (with maps), mar- 
ket data, advertising success 
stories, details of the station’s 
promotion and merchandising 
services, and the station’s features 
and talent. 


No. 3725. Your Answers About the 

Ice Cream Industry. 

Ice Cream Review, published 
by Olsen Publishing Co., has is- 
sued this booklet full of facts and 
history about the ice cream in- 
dustry. The material was com- 
piled by the International Associa- 
tion of Ice Cream Manufacturers. 


No. 3728. The Cleveland Studies. 

How deeply do nationally dis- 
tributed magazines penetrate a 
given local marketing area? How 
many local families and how 
many local individuals will be 
reached by a specific issue of a 
single magazine? These and other 
questions are answered in this 
study issued by Cowles Magazines 
Inc., which analyzes Cleveland 
newsstand buyers; Cleveland audi- 
ences of seven magazines; Look 
subscribers in Cleveland; and 
Cleveland food retailer audiences 
of seven magazines. 


No. 3729. The Grand Rapids Press 

Leads. 

Market data for metropolitan 
Grand Rapids, the Grand Rapids 
trading zone and the 25-county 
western Michigan market are tab- 
ulated in this booklet issued by 
the Grand Rapids Press. In addi- 


Information for Advertisers 


in this market study | 


tion, the study provides graphs 
showing the Press’ standing in 
classified, drug store, department 
store, grocery and national adver- 
tising linage; its metropolitan and 
trading area family coverage and 
total family coverage. 


No. 3730. Impressions per Reader 
per Issue. 

This is a report of an experi- 
mental study by Chatelaine and 
Maclean’s Magazine on how maga- 
zines are read, issued by Maclean- 
Hunter Publishing Co. In the in- 
terviews conducted among maga- 
zine readers, the questions asked 
were: How do you go about read- 
ing your magazine when picking it 
up for the first time?; what is the 
average number of times you pick 
up a magazine before you have fin- 
ished reading it?; and do you usu- 
ally complete the reading of a 
story or article, including the 
turn-over? 


No. 3696. Analysis of Michigan Re- 
tail Trade. 

Retail trade for 1948 in the De- 
troit area, Michigan counties, and 
Michigan cities of 2,500 popula- 
tion and over are compared with 
1938 figures in this study offered 
by The Detroit Free Press. Title 
is “Retail Trade in Detroit Area 
and Michigan.” 


No. 3708. New York Family Gro- 
cery Brand Preferences Stud- 
ied. 

Brands of grocery products 
stocking the shelves of its readers 
in New York City and suburbs are 
surveyed in this study offered by 
the New York Times. Title is “Gro- 
cery Product Brands Used by New 
York Times Families.” 


Note: Inquiries for the items listed above will not be serviced beyond Oct. 16. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following (insert number of each item wanted 


—please print or type) 


NAME TITLE 
COMPANY 
ADDRESS 

STATE 


CITY & ZONE 
malt 


“A. A. REACHES MEN AT 
DECISION-MAKING LEVEL’’ 


Commenting on the fact that the same 
classified copy developed about twice 
as many inquiries from ADVERTIS- 
ING AGE as from another publication, 
this advertiser said: “Evidently the dif- 
ference in the circulation of the two 
publications is that ADVERTISING 
AGE reaches a preponderance of men 
at the decision-making levels.” Cor- 
rect! That’s why your classified copy 
placed in these columns will not only 
get more response, but get the kind of 
response you want—inquiries from ex- 
ecutives who can close the deal at 
once! 


aes 


HELP WANTED 
Production Manager ............cccccceesereee$?,000 —————— 


Advertising Agency 
GEORGE WILLIAMS—-PERSONNEL 
+ 


209 S State St., Ha 17-2063 Chicago 


ing down South for a progressive “‘live- 
awake” woman with trade paper editing 
experience to work with editorial staff on 
several trade publications and eventually 
handle one of these publications. Must 
have knowledge of proof reading, make- 
up, layout, rewrite and copy editing. No 
beginners, please. 
Box 3323, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
Industrial Copy Writers..............ccccesve 
Advertising Assistant 
Layout Artists.........ccccccccccecseeee To 
SHAY AGENCIES 
30 W. Washington St., Chicago 2, Ill. 
FARM RADIO WRITER 
WANTED 


Well established midwestern agency now 
in its 32nd year has opening for young 
man skilled in farm radio. Farm back- 
ground and previous experience in writ- 
ing radio commercials for farm products 
is essential. Write, giving details of ex- 
perience and starting salary require- 
ments. Our own people know of this ad. 

Box 3324, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING-EDIT-ART 
Ace Copywriter-Cons.pkg.gds.exp.$12,000 
Agey. copywriter-M. E, degree 5 yrs. in- 
dust. agcy. exper. Creative $7,000 
Agey. copywriter-4 yrs. indust. exp. 
Cons. trade, dir. mail, mdsg. $5,000 
Yng. copywriter-agcy. oppty. 2 yrs. exp. 
with mfr. of agric. machinery $3,900 
Home ec. editor-know retail mdsg. Public 
speaking; some travel. Natl. Mag $6,000 
MONARCH PERSONNEL 
Ask for Elinor Kent 
28 E. Jackson WA 2-9400 Chicago 4 
Advertising Asst. for textbook publisher. 
Age 22-30, vet or deferred. Some direct 
mail experience desirable. Able and wil- 
ling to do a little of everything in small 
dept. We want a pragmatist, not a Pla- 
tonist. Outstanding beginner considered. 
Box 3326, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Space Salesman 
To Groom for Job of 
Advertising Manager 
Education publication in third success- 
ful decade wants a man with IDEAS to 
develop additional space. Plenty of leg 
work necessary. To a man who is co- 
operative, intelligent, willing to put in 
a year or two of exceedingly hard work. 
it offers a reasonable present income 
and a splendid future. Dynamic energy 
and creative thinking essential. Write 
us about yourself in detail. All inquiries 
answered and held in confidence. 
Box 3328, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr-2 0115 Chicago 


"PAINT MFR. WANTS 


Asst. Adv. Mgr. with department 
experience. Good opportunity. 


Asst. Sales Promotion Mgr. with 
good knowledge distribution and 


POSITIONS WANTED mf 
TOP FLIGHT ARTIST 

4 yrs. studio, 5 yrs. agency exp. on na- 
tnl accts. Layouts, scratchboard, pen & 


“ ew mi — | ink illus., commercial cartoons. Thorough 
ATTENTION LADIES: There is an open- | 


knowledge typography & production. 
Family man, ex-GI, wishing to relocate. 

Box 3327, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

SALARY NOT SECONDARY 

That’s why I want a new job as adv. 
mgr. or assistant. Sound background in 
production, copy, layout. Qualified sec- 
retary-steno. Veteran, 32. Present salary 
$250 month. Want $300.00. 

Box 3329, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 
ACCOUNT EXECUTIVE—IDEA MAN 
Successful in contact work. Richly ex- 
perienced in merchandising, copy, media 
selection, and production. Handle wide 
range of accounts from start to finish. 
Draft exempt. Write for complete details. 

Box 3331, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

Looking for an 
ART DIRECTOR 

With an account executive’s approach? 
My 10 yrs. experience as agency art di- 
rector, studio and printing house lay- 
out-design artist may be your answer! 

Box , ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
ADVERTISING POSITION WANTED! 
34 yr old vet, 7 yrs exp with agency, mfg, 
dept. store seeks opport. to use exp and 
training. Write trade ads, publicity, 
catalogs; rough layouts; contact clients; 
good at details. B. S. in B. A. 
4A exam showed: exc. knowledge of 
agency bus; “better than average risk” 
for success in contact, research, media 
or radio and TV prod;—a “multi-aptitud- 
er” requiring varied assignment. Chgo. 

Box 3333, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
AD MAN—Wants more challenging work. 
Adv. Mgr. or stepping stone to it. All- 
round adv, management, sales bkgrnd. 36. 

Box 3334, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


REPRESENTATIVES WANTED 
Hard hitting rep for New York and New 
England territory to handle fast grow- 
ing trade paper in TV field. Send full 
details and photo to: 

Box 3335, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 
Established trade paper in radio-TV field 
has opportunity for really good publish- 
er’s rep in Cleveland territory. Send full 
details and photo to: 

Box 3336, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
MISCELLANEOUS 
CARTOON PROOFS for reproduction. 

New, original, $1 each. Free catalog. 

Maywood Sales Co., Rm. 300 

1142 S. Keeler Ave., Chicago 24, Ill. 


p———“PRINTING REASONABLE PRICES™=™ 


PUBLICATIONS, HOUSE ORGANS, ETC. 
10,000 copies, 48 pages plus cover size 
5Vax7%; body, cover stock (slick stock — 
50 Ib. body and 70 Ib. cover), composition, 
printing, binding complete $665. Quality 
work. Contact Production Department for 
printing, layouts, artwork, engravings. 

PUBLISHERS ASSOCIATES 


225 N. Michigan Ave. Chicago 1, Ill. 


Advertising Age, September 4, 1959. 


July Prices in Big 
Gain; Dollar Value 
Estimated at 60.9¢ 


New York, Aug. 29—Consumers’ 
prices rose 1.4% from June 15 to 
July 15, according to the National 
Industrial Conference Board, which 
notes that this represents the 
largest single month-to-month rise 
in the index since August, 1947, 
The July figure also represents the 
fifth consecutive monthly rise in 
the board’s index. 

The index for all items for July 
is 1.3% below the all-time high in 
consumers’ prices recorded in Aug- 
ust-September, 1948 (January, 
1939, equals 100). 

Over the year, the board reports, 
from July, 49, to July, ’50, the 
index on all items has risen 1.9%. 

The purchasing power of the 
dollar (January, 1939, as 100 
cents) was 60.9¢ in July, ’50. This 
represents a decrease of 1.8% 
against the July, ’49, dollar, which 
was valued at 62¢. 


Dennis King Joins Maxon 

Dennis King Jr., formerly an 
NBC television director, has joined 
Maxon Inc., New York, as a radio- 
TV producer. 


Kelly & Lamb Moves Office 

Kelly & Lamb Advertising Agen- 
cy, Columbus, O., has moved its 
offices to 897 Higgs Ave. 


ACCOUNT 
EXECUTIVE 


Foods -Drugs Cosmetics 


i OUTSTANDING 
PROPOSITION 


Well established Chicago agency offers most 
unusual opportunity to right man. This man 
will head our package goods division. He will 
enjoy a permanent connection with a financially 
stable organization where fullest cooperation 
in every phase of marketing, merchandising 
and advertising is available to help him de- 
velop new business. He should have established 
contacts in food, drug or allied fields. To this 
man, we are prepared to discuss one of the 
most attractive propositions in the advertisin 
field. Strictest confidence will be observed. 
Address 


Box 7688, ADVERTISING AGE 
200 E. Illinois St., Chicago II, Ill. 


point of sale. Sales manag t 
and advertising supervision 
perience important. 


Box 3330, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


WANTED PROMOTION MANAGER 
For a leading firm in field. Salary $7,000. 
Age 28 to 35. Skilled in writing trade ad- 
vertising and direct mail to dealers on 
major package-goods. Experience in plan- 
ning dealer contests, premiums and 
“deals”. 

Box 3337, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ex- 


PERSONALIZED SERVICE 
We have clients looking for outstanding 
individuals in Merchandising, Advertis- 
ing, Sales Promotion and Management. 

**AND** 

Writers, Publicity, Public Relations, Me- 
dia, Art and Production talent. 

THE HONES COMPANY 
14 E. Jackson Blvd. Chicago 4, Ill. 


POSITIONS WANTED 


Advertising | Manager, age 30, veteran but 


now draft exempt. 12 years exp. from 
rough layout to finished production. Ex- 
cellent copywriter, thorough knowledge 
of all printing and production phases. 
Vast exp. in national magazine advertis- 
ing, radio, direct mail, cataloging, and 
newspaper. Minimum $6,000. Write Paul 
Miller, 6017 Hudson, Dallas 6, Texas. 


ADVERTISING DEPARTMENT: 


Procter & Gamble has an excellent opening in 
the advertising department for a young college 
graduate. Location of the position is in Cincin- 
nati executive offices. Genuine opportunity for 


promotion; age 21-25. 


Write to Employment 


Division, Dept. D, the Procter & Gamble Co., 
Cincinnati 2, Ohio, giving all pertinent infor- 
mation and enclosing a recent, inexpensive snap- 


shot. 


18,000,000 Annual Visitors 
CAN’T MISS Your Message on... 


MAXWELL HIGH SPOTS 


in famous ATLANTIC CITY 


“The World's Playground" 


WE CAN'T KEEP UP... 
with our Managing Editor. Since he 
joined us six years ago, he has added 
glamour to our layouts (saved money in 
the process), added sparkle and reader- 
ship to our pages (two awards for edi- 
toi 11 ; he is pl t, resource- 
ful, diligent, capable, draft exempt, in 
his 30’s. Unfortunately, he is also ambi- 
tious, and because we haven’t the oppor- 
tunity he deserves, we're offering him to 
someone who does. 
Box 7684, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


MAGAZINE PRINTING 
If you are the publisher of a mag- 
azine, and would like to place the 
printing in a smaller midwestern 
town, where. you can get good 
workmanship and service, without 
labor trouble, write 
Box 7687, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 
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Federal Reserve Figures on Department Store Sales 


WASHINGTON, Aug. 28—Depart- 
ment store sales for the week end- 
ed Aug. 19, as in previous weeks, 
continued higher than in the cor- 
responding week last year, but the 
percentage increase for the week 
ended Aug. 19 dropped off sharply. 

Dollar volume for the week was 
up 12% over the same week a year 
ago, compared with increases of 
25% and 30%, respectively, for the 
weeks ended Aug. 12 and Aug. 5. 

Each of the 12 Federal Reserve 
districts showed an increase in 
sales over the corresponding week 
a year ago, although three cities 
in the Boston district—New Ha- 
ven, Springfield and Providence— 
showed a slight decrease. 

Biggest increases over a year 
ago were recorded in midwestern 
and southwestern districts, while 
Atlantic Seaboard and West Coast 
cities made the smallest gains. 

For the week ended Aug. 5, the 
index figure was 296. For the week 
ended Aug. 12, the figure was 273, 
and for the week ended Aug. 19 
the index figure was 282 (1935- 
39 equals 100). 


% Change from °49 


Week Ended 
Federal Reserve Aug. Aug. Aug. 
District and City 12 19 
UNITED STATES ........ 30 =«=r25 12 
Boston District .. 17 39 2 
New Haven 17 33 —2 
Boston. ....... 17 41 4 
Springfield 12 20 —3 
Providence 28 a0 -—3 
New York District ........ 20 8629 7 
. Newark 24 47 10 
Buffalo _...... 21 = r25 7 
New York 19 26 6 
ee . 21 = r3l 9 
Syracus 27 37 9 
Philadelphia District .... 27 31 11 
Philadelphia 23 4 12 
Cleveland District 35 35 18 
Akron ......... 37 29 19 
Cincinnati . 43 39 21 
Cleveland . 35 32 14 
ee 27 25 9 
Toledo ......... 22 =r27 12 
FEE scnmiennminces 33 36 26 
Pittsburgh oo 34 39 24 
Richmond District ........ 40 25 12 
Washington ..... 38 28 16 
SD sunsseseseevets 23 28 9 
Atlanta District 31 28 16 
Birmingham 34 32 19 
_ eee 38 23 7 
Atlanta . 39 «= r29 27 
New Orleans 21 20 6 
IEEE stncsterencsecoesionte 25 «=r35 16 
Chicago District .. 3800 «r27 12 
Chicago ........... 25 26 3 
Indianapolis 43 32 17 
, SS as 29 32 19 
Milwaukee .... 32 28 20 
St. Louis District enssecepen 27 lq 4 
Little Rock . 12 17 12 
Louisville . 41 26 16 
St. Louis .. 23 13 16 
Memphis ... - 31 23 2 
sahenenpetie District .... 37 «F832 20* 
Minneapolis. .............. 42 30 18 


DEPARTMENT STORE 
SALES INOEX a 


925.19 EQUA 


Week to Aug. 19, 50 p282 
Week to Aug. 12, ’50....273 
Week to Aug. 5, ’50....296 
Week to Aug. 20, '49....252 
Week to Aug. 13, ’49....218 
Week to Aug. 6, °49....228 


pPreliminary. 
Figs. not adjusted seasonally. 


Sf 34 35 25 
Duluth-Superior ......... 21 26 15 
33 27 20 

33 21 15 

22 33 18 

39 33 25 

30 7 2 

37 23 35 

45 33 13 

43 «= r23 21 

51 19 17 

Fort Worth ... 42 22 26 
Houston .............. 22 26 29 
San Antonio 61 «4 19 
San Francisco District .. 29 il 7 
Los Angeles Area ...... 28 4 5 
28 16 4 

30 23 7 

24 4 3 

47 27 8 

| Rees 33 13 y 

rRevised. 


*Figures based on reduced sample owing 
to work stoppages in certain stores last 
year. 


JWT Names Farlow, Watkins, 
Birge and Cartwright 

Arthur Farlow has been named 
by the Chicago office of J. Walter 
Thompson Co, as account execu- 
tive on the Kraft Foods account. 
Mr. Farlow, who has been in the 
New York office as account ex- 
ecutive, replaces the late Willard 
Lochridge. 

Julian L. Watkins, formerly 
with H. B. Humphrey Co. and a 
previous Thompson employe, has 
been appointed an account execu- 
tive in the New York office. John 
Birge, formerly with Fortune, also 
has been named a member of the 
account department. In addition, 
JWT has announced that Carroll 
Cartwright, a member of the in- 
ternational department, has been 
permanently assigned to the 
Buenos Aires office. 


Kaufman Appoints Rager 


Jac N. Rager, formerly adver- 
tising production manager of 
Mandel Brothers, Chicago depart- 
ment store, has been named pro- 
duction manager of Kaufman & 
Associates, Chicago agency. 


Waste Paper Group 
Sets Ad Drive to 


Spur Collections 


Sr. Louis, Aug. 29—The public 
relations committee of the Mid- 
west Consumers of Waste Paper 
has undertaken an advertising and 
publicity program designed to 
stimulate the flow of waste paper 
to consuming mills. 

An advertising campaign al- 
ready has started in 51 newspapers 
in 25 midwestern cities with 100,- 
000 or more population. The drive 
is aimed at urging schools, 
churches, scouts and civic groups 
to earn money by collecting and 
selling waste paper. 

The committee’s field staff is 
working closely with waste paper 
dealers in smaller cities in an at- 
tempt to get wartime collection or- 
ganizations reactivated, according 
to Frank Block, director of the 
committee. Drives conducted in 
these smaller cities will be backed 
up with the organization’s adver- 
tising, he added. 


a “The present critical shortage of 
waste paper is alarming,” Mr. 
Block warned. “Unless it can be 
alleviated, consuming mills in the 
Midwest will not be able to fully 
meet requirements for paper and 
paperboard produc 

Since January, 1946, field repre- 
sentatives of the committee have 
been contacting dealers and drive 
sponsors in 216 communities in 
nine states, in an attempt to spur 
waste paper collections. 

“It is hoped that these activi- 
ties, combined with the advertis- 
ing program in the 25 leading 
cities in this area, will be of mate- 
rial value in easing the alarming 
shortage of waste paper,” Mr. 
Block said. 


PLENTY OF PAPER IN 
‘50, COMMERCE SAYS 

WASHINGTON, Aug. 29—The De- 
partment of Commerce estimated 
last week that manufacturers of 
paper, board and converted prod- 
ucts will be able “readily” to sup- 
ply both government and civilian 
requirements during the remain- 
der of this year, provided there is 
no curtailment of pulp, labor and 
chemical supplies. 

While there is no possibility of 
increased production of newsprint, 
the Department of Commerce said 
idle capacity exists for containers 


ANOTHER 
REASON 


vou 
WILL 


enguacurgs 
when you 


warn them 


photo engraving company 
118 SOUTH CLINTON ST. 


CHICAGO 6, 
TELEPHONE: 


ILLINOTUS 


FR-2-6343-44-45 


and other supplies which will be 
needed for government programs. 
Output of primary paper and board 
for the year is expected to reach 
23,000,000 tons, 15% more than in 
1949, and more than 5% over the 
1948 peak. 


DCNA Ups James Weed 

James D. Weed, who joined the 
staff of the Distribution Council 
of National Advertisers in April, 
has been clected secretary. Before 
joining the council he was with 
the Schick Service Corp. His new 
responsibilities include supervi- 
sion of the monthly publication of 
dealer lists whereby national ad- 
vertising is localized in more than 
20,000 places through the Western 
Union Operator 25 Service. 


New Standards List Issued 

A new list of American stand- 
ards, containing the 1,130 stand- 
ards approved to date hy the 
American Standards Assn., New 
York, has been issued by the asso- 
ciation. The 26-page booklet lists 
15 categories covered by specifi- 
cations, the prices of detailed 
specifications, a list of abbrevia- 
tions and a general index. 


Extruders Appoints Kress 


R. G. Kress has been appointed 
sales manager of a newly formed 
polyethylene division of Extruders 
Inc., Culver City, Cal., producer 
of polyethylene film products. J. 
H. Farber, who is secretary-treas- 
urer and general sales manager of 
Extruders, formerly handled sales 
of the company’s polyethylene 
products, Mr. Kress, a vice-presi- 
dent of the company, will con- 
tinue his duties as plant and prod- 
uct development manager. 


Anchor-Hocking Names Three 
Anchor-Hocking Glass Corp., 
Lancaster, O., has named Frank 
Baumgardner manager of mar- 
ket analysis and development. He 
formerly had been manager of the 
company’s Chicago sales office. 
Bernard P. Fox succeeds Mr. 
Baumgardner. Brooks Brown Jr. 
has been appointed manager of 
the company’s Louisville office. 


Weston Appoints Barnes 

Philip Barnes, formerly adver- 
tising manager, has been named 
general sales manager of Weston 
Electrical Instrument Corp. 
Newark. 


1950 CENSUS 


MEMPHIS 
now 

26th 

city 

in nation 


...a] decade gain of over 100,000 


The 1950 preliminary census report 
is in, and shows Memphis with a 
population of 394,025, a gain of 
100,000 since the 1940 census. 
Memphis takes its place with the 
greater Metropolitan centers of the 
nation, ranking above such cities 
as Atlanta, Louisville and Oakland. 


Today, more than ever _ before, 
Memphis is a market of real stature. 
And WMCT, now delivering more 
than 44,000 television homes, is 
sclling these homes with outstanding 
network and local programs. Call 
your nearest Branham office NOW 
for availabilities. 


Over 44.000 sets 
in use now, ac- 


cording to latest 
distributor fig- 
ures. 


HERE'S HOW THEY RANK 
19 s 

Kank City Population Population 
26 MEMPHIS 292,942 394,025 
27 Oakland, Cal, 302,163 382,463 
28 Columbus, 306,087 373,821 

Ohio 
29 Louisville 319,077 371,859 
30) Portland 305.394 371,009 
31 Rochester 324,975 331,292 
32 Atlanta 302,288 326,962 
33. San Diego 203,341 321,485 
34 St. Paul 287.736 = =©6310,155 
35 Toledo, Ohio — 282,349 ~—- 301,372 
36 Jersey City 301,173 = 300,447 
37 Birmingham 267,583 298,747 
58 Fort Worth 177,662 277,049 
39 Akron 244.791 = 273.189 
“ oP oom) idence, 253,504 254.0027 
41° Omaha 223,844 247,397 
42 Miami 172,172 247,262 
43 Long Beach 164,271 =. 243,921 

Cal. 
44 Dayton 210,718 243,108 
45 Oklahoma City 204,424 242,450 
46 Richmond 193.042 229,897 
47 Syracuse, N.Y. 205.967 220.167 
48 OW. eer ester, 193,694 201,875 
49 Jacksonsille 173,065 198,880 

a 

50 Norfolk, Va. 144,332 182,377 

The above figures repre- 

ee Sent the preliminary 1950 


census reports for each 


listed, in comparison with 
WMCT nr 1940 figures. 


Owned and op:rated by 
CHANNEL 4 


WMC - WMCF - WMCT National Representatives 


AFFILIATED WITH NBC 
Also affiliated with CBS, ABC and DUMONT 


The Branham Company 
the Commercial Appeal 
* MEMPHIS 
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See every advertisement 


of interest to you 


ACB Newspaper Research Serv- 
ice brings you every advertise- 
ment you want to see that is 
published in daily or Sunday 
newspapers of the United States. 
You may have this service in 
complete tabulated and summa- 
rized report form; or you may 


79 Madison Ave. * 
538 S. Clark St. * 
161 Jefferson Ave. e 
16 First’Street °* 


in 
make up your own reports from 
the full-page tearsheets we fur- 
nish you. 

With ACB Research Service, you 
know exactly what is being ad- 
vertised by your dealers; or your 
competitor’s dealers; or the con- 
tent and extent of releases by 
competitors in national adver- 
tising. 

ACB shows above how you can 
buy these services by markets; 
but you can order by your sales 
territories; or even single towns. 


ACB SERVICE OFFICES 
Phone: Murray Hill 5-7302 * 
Phone: Wabash 2-6130 °* 
Phone: 37-0595 
Phone: Sutter 1-8911 


1,393 shopping centers 


You may take these services 
continuously, or periodically. 
ACB Services are among the 
most useful tools in merchandis- 
ing and distribution. They are so 
flexible that you can get exactly 
what you want in coverage— 
and in duration. 


Send Today... 


for a 24-page Catalog describing 
and illustrating the 12 helpful serv- 
ices which ACB will furnish to mer- 
chandisers. Gives de- 
tails of cost, coverage, 
list of users, etc. 


New York (16) 
Chicago (5) 
° Memphis (3) 
* San Francisco (5) 
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Collector Carlebach Assembles Museums, 
Suggests They're Economical Ad Medium 


New York, Sept. 1—Julius 
Carlebach is looking for advertis- 
ers who are in the market for a 
promotion scheme that’s off the 
beaten track. 

Briefly, Mr. Carlebach’s idea is 
to make collections of antiques 
which will show the evolution of 
products on the market today. 

As “the only man in the worid 
who assembles specialized mus- 
eums showing the history of com- 
pany products,” he was once com- 
missioned by a German beverage 
concern. The strangest antique he 
unearthed for that collection was 
an ancient Tibetan ceremonial cup 
made from a human skull. 

Operator of an antique shop at 
937 Third Ave. here, Mr. Carle- 
bach has assembled museums of 
pipes, razors, cosmetics and cook- 
ing pots for manufacturers in 
those fields. 
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WHAT’S IN A FACE? 
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A mature man’s strength, a child's happy innocence, a young girl's exquisite fragility— 
in human faces these express the essential character of a person. 

Type faces are like that, too. Each face has essential characteristics and individual 
differences which impart feeling and express intention in your advertising and 


printed material. 


At Monsen-Chicago you will find 625 different type faces to choose from. Each face 


has a special character, individual color and purposeful feeling — designed to! 


make type 


do a more effective job for you. 


And if you want to use our years of experience to help you select the type face 
you are seeking, that service is yours at Monsen-Chicago. 


ON THE WEST COAST, IT'S MONSEN-LOS ANGELES AT 928 FIGUEROA STREET 
EAST OF THE ROCKIES, {T'S MONSEN-CHICAGO AT 22 EAST ILLINOIS STREET 


Monsen 


PR LER E at AEs Bk 


Co., his collection included sew- 
ing instruments dating back to 
300 B.C. For the Press-On Mend- 
ing Tape Co., Brooklyn, he gath- 
ered textiles from 500 B.C. which 
showed repairs made on them. 
The shaving utensil display he 
got up for Remington Rand was 
first shown at the New York 
World’s Fair and has been dis- 
played around the country since, 
It includes shaving materials from 
the 17th to 19th centuries. 

Mr. Carlebach is enthusiastic 
about the promotional and adver- 
tising possibilities of the mus- 
eums he puts together. A collec- 
tion costing a few thousand dol- 
lars, he explained, will give a 
manufacturer much more mileage 
than the same amount spent for 
a magazine page, for instance. 


a “My museums,” he added, “are 
things of beauty and great age. 
They provide thousands of people 
with conversational topics when 
they are displayed. They create 
good will and new business for a 
company. Purchase of a museum 
could be charged to an advertiser’s 
cost of display. And don’t forget 
that museum expenses are tax- 
free.” 

Mr. Carlebach, who has been 
in the antique business for 25 
years, came to the U. S. from 
Germany in 1937. It was in Ger- 
many that he first started gather- 
ing his company museums. One 
of these was for Elise Bok, a Ber- 
lin cosmetic firm. This collection 
included a Babylonian ointment 
pot used about 3,000 B.C. 

Another cosmetics collection of 
his was once displayed at New 
York’s Museum of Science and 
Industry. -This featured a South 
American Indian comb for bald- 
headed men—a circular affair 
used for smoothing the halo-like 
fringe left around the back of the 
head. 


@ Sharing the spotlight at the 
Science and Industry display was 
a three-blade knife which stoic 
Egyptians long ago used to scrape 
off the top layers of skin on their 
faces. The theory was that snakes 
look pretty after shedding their 
skins, so why not people, too? 

Mr. Carlebach is proud of the 

collection he made for a university 
professor which showed the de- 
velopment of the toothpick from 
Roman times to the 19th century. 
Some of the more choice picks 
cost $35 to $40 apiece and were 
acquired only after hundreds of 
letters had been written and doz- 
ens of contacts made. “But those 
2,000-year-old toothpicks will ar- 
rest anybody’s attention,” said Mr. 
Carlebach. 
@ One of his more recent mus- 
eums was created for the Seafare 
restaurant here. This is a col- 
lection of fish hooks—fashioned 
from bone and _ shell, wood, 
mother-of-pearl, tortoise shell, 
chipped stone and chipped clam- 
shell. Then there are some Roman 
hooks, made of bronze and dating 
to 100 A.D. 

“You can’t create one of these 
museums in a hurry,” Mr. Carle- 
bach said, “unless you want to 
pay ten times what the collection 
is worth.” 

Mr. Carlebach advises patience 
in such matters. He has spent 
years searching for just the right 
items to fill out his collections. 
He’s a persistent looker. And right 
now he’s looking for advertisers 
who seek an unusual promotion 
scheme. 


Ennis Joins Donahue 

Miss Lee Ennis, formerly pro- 
motion director for H. J. Stotter 
Inc., fabric converter, has joined 
Donahue Sales Corp., New York, 
distributor of packaged Talon zip- 
pers, as director of fashion co- 
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TIME TABLE—Telechron Inc. will have revolving displays for dealers this fall as 
part of its merchandising campaign to introduce seven new models. N. W. Ayer & 
Son, New York, handles Telechron advertising. 


Postage Rate Boost | Pomevtels Joins Calkins Agency 
Calkins & Holden, Carlock, Mc- 


Unlikely in This Clinton & Smith, Los Angeles, has 


| added David R. Fenwick, formerly 
Session of Congress | with Abbott Kimball Co., as an 


4 A's Elects New Members 
on Western Chapter Boards 


American Assn. of Advertising| 
Agencies, New York, has named| 
Andrew J. Neally, vice-president | 
in charge of the Los Angeles of- | 
fice of Batten, Barton, Durstine & | 
Osborn, as chairman of the south- 
ern California chapter. Mr. Neally 
succeeds Robert B. Shirley, man- 
ager of J. Walter Thompson Co.’s 
Hollywood office, who has been! 


transferred to New York. Mr.| 


Neally was formerly vice-chair- 
man of the chapter’s board of 
governors. 

The Minneapolis-St. Paul chap- 
ter has elected C. L. Greenwood, 
secretary and treasurer of Knox 
Reeves Advertising, as a member 
of the board of governors. He suc- 
ceeds Raymond C. Jenkins, for- 
merly of Erwin, Wasey & Co., and 
now operator of the newly formed 
Ray Jenkins & Associates, who has 
resigned. 


Albright Joins WJW 


Roger L. Albright has joined 
the staff of Station WJW, Cleve- 


CLINCH SALES 
with AUTOMATIC 


FILM SLIDES 


30: x 2” color slides are magnified 
upon the large ADmatic cabinet screen. 


ADMATIC automatically exhibits every six sec- 
onds sharp, clear pictures or copy messages 
even under bright over-head lights. Fool-proof, 
long life, sensibly priced. A ‘Natural” for point- 
of-sale promotion—in dealer display rooms, retail 
store departments, trade shows, etc. Synchronized 
sound attachment at nominal added cost. 


ADMATIC PROJECTOR COMPANY 


111 West Jackson Blvd., Chicago 4, i. 


land, as sales promotion manager. 


account executive. 

WASHINGTON, Aug. 31—It is 
virtually certain that there will 
not be any postage rate legislation 
at this session of Congress. 

Rate increases totaling $130,000,- 
000 passed by the House in Feb- 
ruary are pigeonholed in the Sen- 
ate post office and civil service 
committee. On several occasions 
the committee has called meetings 
to take up the rate bill, only to 
find itself short of a quorum. 

Wednesday, when the rate bill 
was the sole item of business on 
the committee agenda, only a 
handful of members turned up. 
Another meeting scheduled for 
today was canceled. 

The Democratic policy com- 
mittee is reported to have decided 
at a meeting early in the week) 
that the postage rate issue should | 
not be pressed. 

The way was cleared for pigeon- 
holing the rate hike when the Sen- 
ate amended the 1951 appropria- | 
tion bill to eliminate a $400,000,- | 
000 ceiling on the deficit which | 
the department is permitted to 
incur. 

During recent years, postal defi- 
cits have been running at the rate 
of more than $500,000,000. 


AIR PARCEL POST 
RATES GO UP NOV. 1 

WASHINGTON, Aug. 31—Air par-| 
cel post rates will be increased, | 
effective Nov. 1, Postmaster Gen- 


the few mail categories where 


YOU DON'T KNOW 


CA Holinawit 


.... BUT WE 00! 


He's One of the 8,000 
Employees at R.C.A. 


in Indianapolis .... 


} , 
eS ae AND HE'S ONE OF OUR 353,000* SUBSCRIBERS 


rate-making is in the hands of 
the Post Office Department. 


Increases fall largely on short "Holly," his fellow workers at R.C.A. and thousands of others who make scores of thriving, diversified industries hum 


haul, and extra-poundage parcels. 


to zone. Currently extra pound-| 
age charges range from 4¢ to 
65¢. 


Tom Raser Directs Curtis’ | 
Roger Bell Markets Plan and other luxury items. 


‘ 7 
Tom Raser is creator and direc- 


tor of Ladies’ Home Journal’s 


’ Charges for the initial pound in- in Indianapolis are well paid and steadily employed. 
crease in the first three zones 
f 55 6 d ‘ : P P 
"oe on fo —- wdtor gla f With their effective buying power of $5,705t per family, they place Marion County in eighth place among the na- 
range from 48¢ to 80¢, according | tion's 32 largest metropolitan counties . . . and eighth in retail sales per family in those same 32 counties. 


These workers in the Heart of Hoosierland—like R. A. (Holly) Hollingsworth—not only are buying necessities in abun- 
dance, but they're spending a better-than-average share of their income for new cars, refrigerators, television sets 


Roger Bell food markets program, | And—we're very proud—they're buying ...and reading... 


and not Carroll Johnson, as was | 


reported in AA July 17. The pro- | The Indianapolis Star and The Indianapolis News every day. 


gram includes a mailing piece for 
wholesalers and retailers called 
“The Bellringer,” which reports | 


the week-by-week promotion ac- | ; K E L L Y m s M i T H c re} M P A N Y . ) 


tivities of Roger Bell, operator of | 
an imaginary chain of retail food 
markets. . 


*Publisher’s statements, Ist quarter, 1950 


At the end of the year, Ladies’ | *Sales Management's ‘Survey of Buying Power.’’ 


Home Journal will select seven 
actual markets in the Philadelphia 
area to comprise the Roger Bell | 
chain for research and sales test- 


NATIONAL REPRESENTATIVES 


ing purposes, and it is this research 
job that will be under supervision 
of Mr. Johnson. 


Mrs. Heusted Resigns | 

Mrs. Dorothy G. Heusted has re- 
signed as advertising manager of 
the trade division of Pitman Pub- 
lishing Corp., New York. 
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Man in the Dark 

e@e IN THE frequently confused 
world of industrial relations, few 
men have been obliged to grope 
as aimlessly for the answers as 
the supervisor. When it looked as 
though he might join a super- 
visors’ union and thereby develop 
more muscle for a round or so 
with management, employers fell 
upon him with great outpourings 
of affection. When it later de- 
veloped that such a thing as a 
supervisors’ union was barred, 
many supervisors were thrust 
back into their dim holes, where 
the light of information never 
quite penetrated. 

This is perhaps a dismal ap- 
praisal of a situation that has been 
steadily improving in progressive 
companies around the country. 
But many companies are still of 
the mind that you convert a su- 
pervisor into a management man 
by simply calling him a member 
of management. There the af- 
filiation ends, and the supervisor 
continues to be confounded by 
lack of guidance on policy, by 
reversals of upper level opinion, 
by that popular little procedure 
by which the supervisor is by- 
passed, and by the gnawing, per- 
sistent conviction that he’s just 
a bat boy in long pants. 


e The supervisor is exactly what 
management likes to call him— 
the key man of management. He 
is the narrow place in the river 
of communication through which 
information must flow, only this 
is a two-way river in which the 
information must flow both ways. 
The supervisor is the fellow best 
situated to arrange it. 

Every once in a while industrial 
relations people run across a sam- 
ple of good communication with 
supervisors. At Kansas Gas & 
Electric Co., with headquarters in 
Wichita, the men at the super- 
visory level get the full story, get 
it fast, first and accurately, in 
a form they themselves requested. 
The “News Digest for Supervi- 
sors” was born in a supervisors’ 
meeting, and it calls the shots. It 
is a factual, punchy review of 
what’s happened; it’s a crystal 
clear preview of what’s to come. 
Its authors have no time for 
mushmouth journalese. 


e@ The paragraphs are short and 
to the point. If figures are needed, 
the figures are there. If a super- 
visor deserves a pat on the back, 
he gets it. If there is bad news, 
it isn’t smothered in sweet words. 
The man reading it gets the irm- 
pression that nobody is trying to 


MOVED 
RECENTLY? 


If you have moved, tell us 
about it, won't you? Your 
weekly copies of ADVERTIS- 
ING AGE will not follow you 
unless we have your new 
address immediately. Make 
sure you don’t miss a single 
important issue . . . and help 
us make the correction as 
speedily as possible by giv- 
ing us your old address too. 


ADVERTISING AGE, Circulation Dept. 
200 E. Illinois St., Chicago 11, Ill. 


Employe Communications 


How to Win Friends Among Your Workers 
By Rosert NEwcoms and Marc SAMMONS 


| pervision deserve a 


buffalo him. 

Seven points developed by 
Kansas Gas & Electric about su- 
space on 
every management sweatband. 
Most of them aren’t new and 
probably few of them are actually 
original, but they make a lot of 
sense, and here they are: (1) 
supervisors are a part of manage- 
ment; (2) the supervisor is the 
important link in passing employe 
ideas up and passing information 
about the company down; (3) 
employes, to a large degree, re- 
flect the attitude of their imme- 
diate supervisor; (4) teamwork 
is developed through knowledge 
and understanding; (5) good pub- 
lie relations stem directly from 
good employe relations; (6) a 


good leader grows only to the, 
extent that others recognize in | 
him greater knowledge, better) 
judgment and ability to get things | 
done; (7) employes should know 
the facts—facts stop rumors. 


Wilkins Joins Coast Agency 


Carl Wilkins, formerly adver- 
tising and sales promotion manag- 
er of Gerber Products Co., Fre- 
mont, Mich., has joined Rhoades & 
Davis Advertising, San Francisco, 
as vice-president in charge of 
food sales promotion and merchan- 
dising. 


Appoints Ecotf & James 


Ecoff & James, which is now 
located at 121 S. Broad St., Phil- 
adelphia 7, has been named to 
direct the advertising of Martin 
Century Farms, Lansdale, Pa. 


Timpte Appoints Bonsib 


Timpte Bros., Denver manu- 
facturer of farm and commercial 
truck bodies, has named Bill Bon- 
sib Agency, Denver, to direct its 


advertising. 


\.K&E Drama Show for 
Magnavox to Settle 
Ford's TV Problem 


New York, Aug. 30—Kenyon & 
Eckhardt will produce an hour 
dramatic show for Magnavox Co. 
to alternate with the “Ford Thea- 
ter” (CBS-TV) on Friday nights 
this fall. 

After getting clearance from 
another client, Sylvania Electric 
Products, the agency agreed to 
handle the telecast for Magnavox. 
The radio-TV set manufacturer 
started looking for another agency 
to handle its video assignment 
after Maxon Inc. refused to place 
the show unless given commission 
on time and talent. Magnavox of- 
fered Maxon commission on time 
but not talent, since the program 
was not to be an agency package. 

Despite the TV impasse, Maxon 
will keep the rest of the account. 
K&E, which reports it is getting 
commission on time and talent, 
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will set up a complete staff to pro- 
duce the Magnavox drama within 
the agency. The bi-weekly pro- 
gram will have a $20,000 talent 
budget. 

Ford Motor Co. has long been 
concerned over the programming 
in its time segment during “off 
weeks.” For “Ford Theater,” with 
Magnavox moving in to produce 
a similar show with top talent 
and budget, the agency feels its 
problem will no longer exist. 


Bates Joins Fairchild 


Fred Bates, formerly assistant 
to the director of sales of the Bas- 
sick Co., Bridgeport, Conn., has 
been appointed assistant sales 
manager of the graphic arts divi- 
sion of the Fairchild Camera & 
Instrument Corp., Jamaica, N. Y. 


Tele-King Names Weis] 


Edwin Weisl Jr., district man- 
ager of Radio & Television Retail- 
ing for several years, has been ap- 
pointed advertising manager of 
Tele-King Corp., New York, maker 
of television receivers. 
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I. Full page ads backed the promotion. Santee were displayed 
prominently throughout the stores and on the windows. 


GOOD HOUSEKEEPING 


boosts sales for 


In fifty years, Dockum Drug Company of Wichita, Kansas, has 


grown from one small store to a chain of eight modern, top volume 


units. Robert B. Dockum, President, 


recently invited GOOD 


HOUSEKEEPING to participate in Dockum’s Golden Anniversary. 
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2. “Counter displays made this « a "wanthadills merchan- 


RESULTS: “Acceptance of products guaranteed by GOOD HOUSE- 
KEEPING was definitely proved during this event... Have added this sales 
° event to our merchandising calendar as a promotion well worth repeating.” 


proof again 


» GOOD HOUSEKEEPING ss oo 


The Homemakers’ Bureau of Standards 


9.971.000 readership 


57th Street at 8th Avenue, New York 19, New York 
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Fikerglas TV Schedule Nearly Doubled; 
‘W ash and Hang’ Demonstrations Stressed 


ToLepo, Aug. 30—In order to 
show more housewives how they 
can quickly and easily launder Fi- 
pergias curtains, Owens-Corning 
Fiberglas Corp. is nearly doubling 
its fall television schedule and of- 
fering to help several thousand re- 
tailers stage their own store dem- 
onstrations of the Fiberglas “wash 
and hang” story. 

The company has_ scheduled 
nearly 400 individual TV pro- 
grams and spots over stations in 
38 markets for September, Octo- 
ber, November and December. The 
programs will show how Fiber- 
glas curtains can be washed and 
hung without ironing, stretching 
or starching. 

Dorothy Doan will tell the 
“wash and hang” story on her 
“Vanity Fair” program over CBS 
stations on Tuesdays from 4:30 to 
5:30 p.m.,EDT. Other women’s 
programs are planned and most of 


the network and local station pro- 
grams will be supplemented by 
weekly TV spots during the cam- 
paign. Consumer magazine adver- 
tising will be continued. 


s According to William H. Curtiss, 
advertising and merchandising 
manager of the company’s textile 
products division, the expanded 
television schedule has _ been 
prompted by enthusiastic house- 
wife response to previous TV dem- 
onstrations. In one eastern city, 
more than a score of purchases 
were traced by a store to the 
previous day’s video show. 

Mr. Curtiss said that there has 
been a good response to a summer 
test series of TV “wash and hang” 
demonstrations in Detroit, Hous- 
ton, Minneapolis, New Haven, San 
Francisco and Seattle. Sales re- 
sults in these cities may bring 
future company promotion of Fi- 


berglas curtains as a year-round 


rather than seasonal product, he | 


added. 

Owens-Corning is offering to 
pay retailers for time spent by 
clerks in giving demonstrations. 

“Wash and hang” demonstra- 
tions have been supervised in 
more than 100 stores by Jane 
Pursch, Fiberglas director of con- 
sumer service. Store sales kits 
contain booklets, customer litera- 
ture, dining table tents, counter 
cards and strip signs. 

Fuller & Smith & Ross Inc., 
Cleveland, is Owens-Corning’s 
agency. 


NBC Promotes Three 


Leslie Harris, formerly produc- 
tion manager for NBC radio, New 
York, has been named eastern pro- 
gram manager. Robert Wamboldt, 
producer-director, has been ad- 
vanced to eastern production man- 
ager, and Grant Tinker, previous- 
ly assistant to the manager of pro- 
gram operations, has been appoint- 
ed supervisor of programming op- 
erations. 


Conventions 


*Indicates first listing in this column. 

Sept. 4-6. Western Classified Advertis- 
ing Assn. conference, Klamath Falls, Ore. 

Sept. 7-8. Lithographers National Assn., 
annual convention, Edgewater Beach Ho- 
tel, Chicago. 

Sept. 11-12. National Assn. of Maga- 
zine Publishers, 3lst annual meeting, Es- 
sex & Sussex, Spring Lake, N. J. 

Sept. 11-12. Pennsylvania Newspaper 
Publishers’ Assn., annual classified ad- 
vertising clinic, Penn Harris Hotel, Har- 
risburg. 

Sept. 17-18. Midwest Newspaper Ad- 
vertising Executives Assn., fall meeting, 
President Hotel, Kansas City, Mo. 

Sept. 18-21. Financial Public Relations 
Assn., 35th annual convention, Hotel 
Statler, Boston. 

Sept. 18-21. Printing Industry of Amer- 
ica, annual convention, Palmer House, 
Chicago. 

Sept. 24-27. Assn. of National Adver- 
tisers, annual convention, Drake Hotel, 
Chicago. 

Sept. 24-28. Advertising Specialty Na+ 
tional Assn., 47th annual convention and 
Specialty Fair, Paln.cc House, Chicago. 

Sept. 30-Oct. 3. Mail Advertising Serv- 
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| ice Assn. International, 29th annual con- 


vention, Roosevelt Hotel, New York. 

*Oct. 2-6. Premiums & Ad Specialties 
Exposition, 7ist Regiment Armory, New 
York, sponsored by Premium Adver- 
tising Assn. of New York. 

Oct. 3. Associated Third Class Mail 
Users, annual convention, Hotel Bedford, 
New York. 

Oct. 4-6. Direct Mail Advertising Assn., 
33rd annual conference, Roosevelt Hotel, 
New York. 

Oct. 5. Export Advertising Assn., 2nd 
annual convention, Hotel Plaza, New 
York, 

Oct. 5-7. Newspaper Advertising Man- 
agers’ Assn. of Eastern Canada, 3rd an- 
nual meeting, Mount Royal Hotel, Mont- 
real, Que. 

Oct. 6-7. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg. 

Oct. 9-11. American Photoengravers 
Assn., annual convention, Chalfonte-Had- 
don Hall, Atiantic City. 

Oct. 12-25. Life Insurance Advertisers 
Assn., annual convention, Claridge Ho- 
tel, Atlantic City. 

Oct. 16-17. Boston Conference on Dis- 
tribution, 22nd annual meeting, Hotel 
Statler, Boston. 

*Oct. 20-22. Midwest Conference of 
Women’s Advertising Clubs, Hotel 
Schroeder, Milwaukee. 

Oct. 22-24. Advertising Federation of 
America, 10th District convention, Herring 
Hotel, Amarillo, Tex. 

Oct. 23-24. Inland Daily Press Assn., 
annual meeting, Congress Hotel, Chicago. 

Oct. 23-25. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Club, 
Chicago. 

Oct. 26-27. Audit Bureau of Circula- 
tions, annual meeting, Drake Hotel, Chi- 


cago. 

Oct. 26-28. Southern Newspaper Pub- 
lishers Assn., annual convention, The 
Greenbrier, White Sulphur Springs, W. 
Va. 

Oct. 31-Nov. 1. American Assn. of Ad- 
vertising Agencies, annual Eastern Con- 
ference, Hotel Roosevelt, New York. 

Nov. 20-22. Central regional meeting, 
National Newspapers Promotion Assn., 
Indianapolis. 

Jan. 19-20, 1951. Southwestern Assn. 
of Advertising Agencies, Baker Hotel, 
Dallas. 

Jan, 22-24, 1951. Newspaper Advertising 
Executives Assn., Edgewater Beach Ho- 
tel, Chicago. 

Feb. 16-17, 1951. Pennsylvania News- 
paper Publishers’ Assn., annual display 
advertising conference, Penn Harris Ho- 
tel, Harrisburg. 

May 2-4, 1951. Assn. of Canadian Ad- 
vertisers, annual convention, Toronto. 


Leishman Plans Campaign 


Wm. H. Leishman & Co., divi- 
sion of Tip Top Tailors Ltd., To- 
ronto, will for the first time pro- 
mote its line of higher priced men’s 
clothing in a series of full-page 
color ads in weekly magazines. 
Muter, Culiner, Frantfurter & 
Gould, Toronto, is the agency. 


As a user of Words 
You will be inspired 


By the Words of.... 


A MAN WHO MADE A FORTUNE 
WITH WORDS, NAMES AND MEN 


as he tells you of his business experi- 
ence and philosophy in his fascinating 
book “Teacher of Business.” 


This man who built one of America’s 
most successful business publishing 
houses — The McGraw-Hill Publishing 
Company —is none other than James H. 
McGraw. 

The size of this book is 6% x 9% — 
It is bound in a beautiful green simu- 
lated leather with title and sub title 
printed in gold ink on the front cover. 
An autographed photograph of Mr. 
McGraw worth framing is reproduced 
on a front inside page. This book will 
make a useful, permanent addition to 
your business and home library. 


$100 
Advertising Publications, Ine. 


200 E. Illinois St. Chicago 11, Ill. 


FILL IN AND MAIL THIS COUPON 
TODAY 


Advertising Publications, Inc. 

Div. 922 

200 E. Illinois St., Chicago 11, IL 
Gentlemen: 

Please send me....copies of “Teacher 
of Business”. Enclosed is $.......... 
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Blatz Promotes Donahue 


'Ad Council Starts 
Edward T. Donahue, secretary 


of the Blatz Brewing Co., Milwau- Crysade for Freedom 


kee, has been promoted to direc-| 
tor of sales of the company. He| New York, Aug. 30—The Ad- 
succeeds H. S. Wagoner, who has| vertising Council will launch its 
resigned, effective mid-September, | Crusade for Freedom drive Sept. 
to become vice-president and sales| 4 with newspaper ads across the 
ne gl of Stroh Brewery Co., | country prepared by Hewitt, Ogil- 
. 4 | VY, Benson & Mather, volunteer 
| agency. The campaign has been 
H-R Representatives Adds 2 | designed to counteract false Com- 
H-R Representatives, New York, | runist propaganda about the U. S. 
has added two stations to its list | and to demonstrate America’s ob- 
—WONS, Hartford, Conn. for-' jectives of friendship and freedom 
‘for all peoples. 


The newspaper series consists 


merly represented by Ra-Tel Rep- 
resentatives, and WFBG, Altoona, | 
Pa., formerly by Headley-Reed Co. | 


“WREN 


She Right Spot in 
TOPEKA KANSAS 


WEEDO %& COMPANY 
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MELP LIFT THE IROM CURTAIN 
EVERYWHERE | JOIN THE 


CRUSADE FOR 
FREEDOM ... 
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PUBLIC SERVICE—This is one of the outdoor posters produced by Dancer-Fitz- 
gerald-Sample for the Advertising Council’s Crusade for Freedom campaign. 


of four 1,000-line ads and eight 
100-line insertions, Free mats will 
be available for each ad in the 
series. 

Three of the large-space inser- 
tions contain appeals by Mrs. F. 
D. Roosevelt, Dwight D. Eisen- 
hower and Cardinal Spellman. The 
fourth ad features a pledge which 
will appear on a Freedom Scroll 


tion ceremonies. 

Each ad will have a coupon for 
making contributions to expand 
facilities of Radio Free Europe 
sponsored by the National Com- 
mittee for a Free Europe. 

Dancer-Fitzgerald-Sample has 
produced 24-sheet posters for the 
campaign to be conducted by out- 
door and transportation adver- 


to be taken to Berlin for dedica-' tisers during September. 


me Burca of A 


What’s true of cereal is true of almost 
anything you make or sell: tastes and preferences 
vary from market to market—and with them, 
sales. If you can advertise to suit 
people’s tastes—push corn where people 
like corn, bran where they go for bran— 
you're off to a healthy head start on sales. 


Take Los Angeles, where the average family 
consumes 43% more cold cereal in 

the summer than the average New York 
family. It looks like a far better market 
for cold cereals than N.Y. 


And it is—for cold wheat and bran cereals. 
But when you come to corn, be careful— 

the New York family out-eats its 
Los Angeles counterpart by better than 12%. 


You do just that when you use the daily newspaper, 
the one medium built to suit the specific 

tastes of the people in the market it covers. 
Newspaper advertising, like every good salesmanager, 
works on the principle that 


All Business Is Local 


of the American Newspaper Publishers Association, Inc. is in business to help 

you make your advertising more productive. Call or write us at 570 Lexington Ave., New York 22; 360 North Michigan Ave., 

Chicago 1, or 240 Montgomery St., San Francisco 4. Or ask for your copy of the booklet, “Services Available to Advertisers.’ 
Sponsored by Booth Michigan Newspapers in the interest of more effective advertising. 


Packard Schedules 
1,429 Newspapers 
for Big Campaign 


Detroit, Sept. 1—Packard Mo- 
tor Co. will launch its “world 
premiere” copy for the entirely 
restyled and redesigned Packard 
1951 line on Sept. 7 in 1,429 news- 
papers in 1,366 cities throughout 
the country. 

Another ad, “It’s New... New 
...New and Every Inch a Pack- 
ard,” will be released in newspa- 
pers the week of Sept. 18, and a 
third, “More Than an All-New 
Car—lIt’s an All-New Packard!”, 
has been scheduled for the week 
ef Sept. 25. Others will follow 
throughout October. 

This schedule was all set up 
when Packard workers suddenly 
went on strike. As a result, news- 
papers were told to hold the ad- 
vertising orders (AA, Aug. 28). 
The Packard plight ended this 
week with a five-year contract 
and a 4¢ hourly annual wage in- 
crease, plus a 5¢ cost-of-living 
raise. 


ws Other plans for the campaign 
include full-color ads early in 
October and again in November in 
The American Weekly, This Week 
Magazine and the First 3 Markets 
Group. Magazines, financial pub- 
lications and 4,700 outdoor post- 
ers also will carry this campaign, 
the largest in the company’s his- 
tory. 

In addition, Packard will launch 
a new video show, “Holiday Ho- 
tel,” over the ABC network Sept. 
14. 

Young & Rubicam is the agency. 


Chicago Adclubs 
Schedule 1950 Ad 
Workshop Series 


Cuicaco, Aug. 30—Chicago Fed- 
erated Advertising Club and the 
Women’s Advertising Club of Chi- 
cago will begin their 1950 Adver- 
tising Educational Course Work- 
shop on Monday, Sept. 25, with a 
general lecture. 

Weekly clinics will follow early 
in October. Seven different phases 
of advertising will be covered—re- 
search, art for advertising, sales 
promotion, production, media and 
direct mail. In the art and pro- 
duction fields actual visits to con- 
cerns will be made. 


@ The charge will be $15, which 
will include the general lectures 
and one clinic. There will be a 
charge of $2.50 for each additional 
clinic. 

Cash awards and honors will 
be given at the final session early 
in December. General chairman 
of the 1950 CFAC-WAC educa- 
tien committee is H. E. Green, of 
Printers’ Ink. Co-chairmen are 
Frank Ewing, Fensholt Co., and F. 
Bernice Bell, H. M. Gross Co. 


WENB, WFHA Appoint Three 


Bernard Moore, program direc- 
tor of WKNB, New Britain, Conn., 
and WFHA, WKNB’s FM affiliate, 
has resigned to join the executive 
staff of Intertown Motors, West 
Hartford, Conn. Ray Nielan, chief 
announcer at WKNB, has been 
promoted to supervisor of pro- 
grams and production. Joseph 
Brush, formerly a WFHA announ- 
cer, has been named supervisor 
of WFHA programs and produc- 
tion. James Deas has joined the 
commercial sales staff of WKNB. 


NBC Advances Three 


Leslie Harris, production man- 
ager of National Broadcasting Co., 
has been named eastern program 
manager. Robert Wamboldt, pro- 
ducer-director, has been appointed 
eastern production manager. Grant 
Tinker, formerly assistant to the 
manager of program operations, 
has been made supervisor of pro- 
gramming operations reporting di- 
rectly to Mr. Harris. 
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Rams Don't Draw, 
But Admiral Says 
It's Early Yet 


Los ANGELEs, Aug. 31—In the 
first two games to be televised un- 
der a recent contract with the 
Admiral Corp. and Station KNPH 
nere (AA, Aug. 21), the Los An- 
geles Rams football team drew 
crowds of only 16,000-plus for one 
game and 24,000-plus for the other. 

Despite these small crowds, how- 
ever, Admiral is not worried about 
its contract guaranteeing the Rams 
seasonal gate receipts of $575,000. 

“These were exhibition games,” 
Richard A. Graver, Admiral vice- 
president told AA, “and though 
the crowds have been disappoint- 
ing, we still feel that we have 
made a good deal. When league 
competition starts we think at- 
tendance figures will tell an en- 
tirely different story.” 

When asked about a non-tele- 
vised exhibition game, played 
earlier by the Rams before a 
crowd in excess of 95,000, Mr. 
Graver pointed out that the game 
in question was a charity benefit 
game and a fair comparison 
couldn’t be made. 


s Another television set manu- 
facturer who feels that televising 
of football games actually will 
boost attendance is Hoffman Ra- 
dio Corp. here. 

In cooperation with West Coast 
television dealers, Hoffman has 
launched a promotion campaign 
designed to sell more television 
sets, and at the same time to in- 
crease attendance at Pacific Coast 
Conference games. 

Hoffman Radio, which recently 
negotiated TV rights to 30 games 
involving Pacific Coast Conference 
schools and/or independent rivals 
in the San Francisco, Los Angeles 
and Seattle areas (AA, July 10), 
originated the whole idea. 

Here is the way H. L. Hoffman, 
president of the corporation, ex- 
plains it: 


a “If football gates drop, there 
must be a curtailment of athletic 
programs. We all know that foot- 
ball supports non-paying sports, 
such as crew, track and field, 
baseball and, to a degree, basket- 
ball. Athletic activities in the col- 
leges and universities will be af- 
fected by what television does 
or does not do to football receipts.” 

Terms of the one-year trial 
agreement with the Pacific Coast 
Conference call for Hoffman Ra- 
dio Corp. to make up the differ- 
ence every time the box office 
count falls under a minimum guar- 
antee. 

“If we fail to put people into 
the stadiums we’ll be held up as 
a horrible example, and the whole 
program of televising sports of any 
kind will suffer a setback,” Mr. 
Hoffman pointed out. “Besides 
that, we’ll blow a $150,000 pro- 
motion campaign.” 


s Thus the sound business reason 
for formation of TV “Gridiron 
Clubs” the length and breadth of 
the West Coast. 

Charter members of the clubs 
are dealers in sets—any sets. 
The whole video industry is back- 
ing Hoffman in his brave venture. 

Private citizens gain member- 
Ship by either buying season tick- 
ets to one of the conference 
schools’ home games, or a ticket 
to even one game. 

The club member also gets some 
extras, to be sure. Purchase of a 
football ticket through a TV deal- 
er, for example, entitles the pur- 
chaser to attendance at showings 
on Mondays of full-length movies 


every TV set sold. 

Today marked the opening of 
the newspaper advertising drive 
designed to impress on the public 
the advantages of personal attend- 
ance at the games. One thousand- 
line ads appeared in major metro- 
politan papers over the signature 
of local “Gridiron Clubs.” Copy 
urged the reader to “Go, See Col- 
lege Football. It’s fun for the 
whole family.” 


a The advertising also points out 
that season tickets are available 
“ your nearest television dealer.” 
through the season weekly in- 
sertions are scheduled, pointing 
out the “time, place and prices” 
for the college games. Video pro- 
grams and spot radio commercials 
also will be used to promote the 
“Go, see college football” idea. 
Another important change will 
be noted in television salesroom 


display advertising and video pro- 
motion in other media. From now 
on, copy will not stress a front- 


parlor seat on the 50-yard line. | 


Instead, video on the West Coast, 
under the guiding hand of the 
Hoffman Radio Corp. and the 
“Gridiron Clubs,” will lean over 
backward to laud the beauty of 
personal presence under blue 
skies, amidst the color of cheering 
thousands, marching bands and 
gay coeds. 

Walter McCreery Inc., Beverly 
Hills, handles the Hoffman ac- 
count. 


Atlas Opens Chicago Office 
Atlas Film Corp., Oak Park, IIL, 
roducer of TV film commercials, 
as opened a branch sales and 
screening office at 228 N. LaSalle 
St., Chicago, The new office will 
be under the supervision of Nor- 
man C. Lindquist, director of 
television. 


YOUR ADVERTISING DOLLAR 


FIRST WITH ADVERTISERS 


DIESEL PROGRESS carries more 
advertising than any other pub- 
lication exclusively serving the 
diesel market — proof that it 
pays to advertise in the indus- 
try's No. 1 publication. 


Write today for DIESEL PROGRESS 
Market Data and Media file 


Rex W. Wadman, Editor and Publisher 


Editorial and Production Office: 
816 N. La Cienga Bivd., Los Angeles 46, Calif. 


Advertising Office: 
2 West 45th St... New York 19, 


In short, the general idea is to 
put two citizens in a stadium for | 


TRICK 


(...if you know How!) * 


Impossible, you may think, to buy minimum-size zinc 
cuts (mounted or unmounted, straight line or half- 
tone) for $1.95? Impossible, you think, to cut your 


engraving costs IN HALF? 


It’s no trick! We simply make cuts at no sacrifice to 
quality but WITHOUT THE FRILLS. We have no 
salesman’s commission to pay . . . no fancy offices 
. » » No speedy motorcycle delivery . . . no 3 hour 
“rush” jobs . . . just GOOD WORK done sensibly by 
“ganging up” many small jobs. These savings are 


passed on directly to you. 


Prices are based on a graduated square inch basis. 
For example, 1 to 4 square inches costs $1.95, 4 to 5 
costs $2.05, ete. Over 39 square inches, charge is a 
flat 10c per square inch. On more complex jobs such 
mortises, combination, reverse, 
vignette, drop-out, magnesium, etc., prices are pro- 
portionately low. On complex jobs you usually save 
up to 50%. You will be amazed at the beauty of our 
4-color process plate work! Our rates for this work 
are about 1% of standard scale. 


as: Benday, outline, 


Write for our handy price chart today. Learn how 
easy it is to save hundreds of dollars per year in your 


photo-engraving. 


* The old Hindu sword swallowing trick is really no “trick” at all. 
The swallower so contorts his mouth, throat and esophagus that these 
organs are lined up to receive the sword. (Easy though it may seem, 


this trick is not advocated for amateurs. ) 


KUTS, INC. e 


1109 S. HILL ST. 


LOS ANGELES 15, 


PROSPECT 7578 
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Taylor to Sell Direct 

W. A, Taylor & Co., New York 
division of Hiram Walker-Good- 
erham & Worts Ltd., will sell di- 
rect to retail outlets throughout 
the New York metropolitan area, 
including Long Island, through its 
own sales force beginning Sept. 1. 
Under the new setup, Taylor’s op- 
erations in the area will include 
the products of James Barclay & 
Co., division of Hiram Walker. A 
new campaign for Taylor’s lines 
includes newspapers, magazines 
and merchandising material. 


N. Y. Premium Club Elects 

The New York Premium Club 
has elected William H. Preis, sales 
and merchandising manager of the 
route division, Grand Union Co., 
as its first president. The club al- 
so appointed a board of governors 
to serve terms up to three years 
according to the number of votes 
each received. 


Worth’s Names Kirsch 

Harold Kirsch Co., St. Louis, 
has been appointed to direct the 
advertising and merchandising of 
Worth’s Inc., chain of women’s 
apparel shops. Radio and TV will 
be used. 


FRc Hee CRAKE, 
Fablshers’ Kegpresentiti 


EMPIRE STATE BUILDING 
york 1 ° 


LONGACRE 4-66348 


Glidden Launches 
Its Biggest Drive 
for Spred-Satin 


CLEVELAND, Aug. 30—Glidden 
Co., with a two-color spread in the 
Aug. 28 issue of Life, kicked off 
one of the biggest fall advertising 
campaigns in paint industry his- 
tory. 

At the campaign peak, Glidden 
will sponsor a record-setting four- 
page gatefold in the Sept. 16 Sat- 
urday Evening Post. It is the 
largest advertisement of its kind 
to appear in any major national 
magazine. 

Stressing the theme, “It’s true 
what they say about Spred-Satin, 
the wonder paint,” the drive will 
run eight weeks. The effort was 
delayed when shortage of a key 
ingredient hampered Glidden’s 
paint production last spring. 


s Advertisements in Country Gen- 
tleman, Farm Journal, Good 
Housekeeping, Holland’s and Sun- 
set will keep the campaign rolling. 
Meldrum & Fewsmith here is the 
agency. 

The campaign front will be 
broadened by insertions in local 
and regional farm publications, 
newspapers and by spot television 
announcements across the nation. 
Four October insertions, departing 
from the major message, will plug 
Japalac enamel, Florenamel and 
Spred-Flat, other Glidden paint 


products. 

“Main objective is to establish 
Spred-Satin before dealers and 
the public as the leader in the 
synthetic rubber emulsion base 
paint field,” said T. H. Turney, 
advertising manager for Glidden’s 
paint division. 

Photographs of satisfied users 
and their testimonials support the 
theme. 


Sloane-Blabon Sets Drive 


Sloane-Blabon Corp., New York, 
will launch a new campaign for 
its line of smooth floor coverings 
in October issues of American 
Home, Better Homes & Gardens, 
Country Gentleman, Ladies’ Home 
Journal, Progressive Farmer, 
Small Homes Guide and Woman’s 
Home Companion. Floor tiles and 
custom made floor coverings will 
be promoted in business papers 
in the home building industry. 
Geyer, Newell & Ganger, New 
York, is the agency. 


Sutton Promotes Kaths 


Fred Kaths has been named 
manager of advertising and sales 
promotion of O. A. Sutton Corp., 
Wichita, Kan. He joined Sutton in 
1947 as a district sales manager 
in charge of the southeastern 
area. 


Ellis Opens New Branch 


Ellis Advertising Co. has opened 
a new office in Rochester, N. 
Y., with Jack Perry as general 
manager. The agency also has of- 
fices in New York, Toronto, Mont- 
real, Vancouver and Buffalo. 


in the Greater Miami Market Area! 


U.S. Business Census figures just released 
show Retail Sales in the Greater Miami 
market area (Dade, Broward, Palm Beach, 
and Monroe counties) reaching a record- 
breaking high of $827 million in 1948, -- 
for one of the greatest ten-year gains in 


the nation. 


Coupled with a preliminary 1950 census 
count of 712,459 permanent residents, the 
figures prove Greater Miami has achieved 
major status as a year-round market. 


JOHN S. KNIGHT, Publisher 


STORY BROOKS & FINLEY, National Reps. 


A. S. GRANT, Atlanta 


Affiliated Stations -- WQAM, WQAM-FM 


Latest U.S. Census Reports reveal: 
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forget the decoration. 


The occupant of this space 


present and just as invariably 


opinion. 


lhe Creative Wlans Corner 


The Corner is invariably impressed by the amount of ex- 
citement gotten into advertising when a new product, or a 
new feature on an old product, is being plugged. The boys 
who write the words, and the boys who figure the posi- 
tion of the various elements, get right down to basics—and 


Take these three ads, for example—one for Monta Mower, 
one for the Weigh-to-Save Door on the 1950 Laundromat 
and the other for an intriguing new kind of Swank belt 


buckle. The layout men have concentrated on illustrating 
the product—and what it does. And the copy men have con- 
centrated on headlining and documenting the essentials. 


thick, layman’s head why layout people and copy people will 
invariably stick to facts when they have something new to 


nothing particularly new to introduce. 

Yet there are some 150,000, 
some of whom, at some time or other, must be in the market 
for even an old product, and who might just possibly like to 
know something about it and what it will do for them. Un- 
doubtedly there are some folks—in advertising circles—who 
go for clever art and clever copy. But these few, despite their 
salaries, are hardly typical—and hardly the entire market. 

If The Corner were one of these chosen few, he thinks he 
would confine himself to writing to those people about to 
buy and looking for information. He would write his ads as 
these ads are written—as something handed down from 
Mount Sinai, not Lake Success. He could, of course, be over 
naive in this respect. Nevertheless, he still sticks to his 


can never get it through his 


turn to fancy when they have 


000 people in this country— 


Sinclair Plans Fall 
Newspaper Drive 
for H-C Gasoline 


NEw York, Aug. 30—Sinclair | way, Greenlawn, N. , h 


1,000 lines. 
Morey, Humm & Johnstone han- 
dles advertising for Sinclair. 


Offers Info on the Mails 


Suffolk Publications, 1 Broad- 
as pub- 


Refining Co. will launch a fall} lished the 1950 “Suffolk’s Guide 
newspaper campaign Sept. 12 in| to the Mails,” domestic edition 
254 newspapers covering 160 cities) with first class foreign air and 
in its primary distribution area. | Ship postage rates added. The guide 


The campaign, following Sin-| S°Ve™S first, second, third and 


toa . c | fourth class mail, air mail, special 
clair’s spring push, which used 235 | delivery, registered mails, soma 


newspapers in 145 cities (AA, May | by mail, special postal services, etc. 
1), represents an increase in Sin-| Also included are a reference rate 
clair’s ad budget. During the spring| and index key, and business index 


MIAMI--An International Market 


in Florida. 


Best of all, you can reach the solid bulk 
of this great market’s buying power with 
just one paper -- The Miami Herald -- which 
each year continues to increase its margin 
of leadership over all other newspapers 


* U.S. Census, 1950. 


**1948 U.S. Business 
Census 


) 


campaign sales increases as high 
as 20% were reported for Sinclair 
H-C gasoline. 

The new campaign will run for 
ten weeks and will be supported 
with radio and television promo- 
tion as well as dealer aids and 
point of sale material. New radio 
programs featuring news an- 
nouncements will be added in the 
Southeast, and television coverage 
of sports events will be scheduled 
during the football season. 
Sinclair also will have a new 
campaign theme: “New Super 
Power, Anti-Rust Gasoline; Does 
what no other gasoline ever did 
before, keeps rust out and puts 
super power in.” 

Introductory ads for the drive 
will be full pages in red and black, 
with later insertions shrinking to 


to the mails. Copies are available 
at $2 each. 


Starts Spot Radio Drive 


Western Paper Converting Co., 
Salem, Ore., stationery manufac- 
turer, is using spot commercials, 
Monday through Friday, on 
KSLM, Salem, and KORE, Eu- 
gene, Ore. The commercials are 
slanted toward the young buyer of 
school supplies. The Portland, 
Ore., office of Mac Wilkins, Cole 
& Weber handles the account. 


‘4-H News’ Ups Rates 


National 4-H News, Chicago, 
published by National Committee 
on Boys and Girls Club Work, has 
increased its b&w page rate from 
$340 to $390 and its circulation 
from 45,000 to 55,000. The rates 
become effective with the October 
issue. 
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3rd Annual Study of 
Buying Habits Made 
by Appleton Paper 


APPLETON, Wis., Aug. 30—The 
Appleton Post-Crescent has issued 
its third annual consumer buy- 
ing habit study of Appleton’s city 
zone market, which includes Men- 
asha, Neenah, Kaukauna, Kim- 
berly, Little Chute.and Combined 

The study was prepared by the 
paper in cooperation with the 
Medill School of Journalism, 
Northwestern University, Evan- 
ston, Ill. The 1,190 interviews 
made for the study—representing 
5.5% of Appleton’s city zone pop- 
ulation—were conducted by mar- 
ket research personnel from the 
school. 

A combination questionnaire and 
roster of brand names containing 
the information reported in the 
study was used by the inter- 
viewers. Respondents were not 
permitted to see the actual brand 
listings or to fill out the ques- 
tionnaires themselves and mail 
them in. 


s An important variation from 
last year’s survey method was 
employed in handling of “don’t 
know” responses, In 1949, if the 
respondent gave a “don’t know” 
reply, she was asked to check her 
pantry to determine the exact 
brand on hand, As a result, the 
number of “don’t know” responses 
last year was very low. 

Because many advertisers and 
their representatives emphasized 
the importance of the “don’t know” 
response, this year no attempt was 
made to determine the brand if 
the housewife failed to remember 
it. Among other things, the ad- 
vertisers claimed, “don’t know” 
responses mean that the respon- 
dent has not as yet been sold on 
any particular brand, and thus 
is a potential customer to be cul- 
tivated. 

In the case of appliances, a 
“don’t know” reply was not ac- 
cepted, because the survey takers 
felt that a respondent who had 
owned an appliance for some time 
might understandably forget the 
brand name. 

The 1950 study covers 97 prod- 
uct classifications, with sections 
devoted to grocery and related 
products, drug and cosmetic items, 
beer and soft drinks, cigarets and 
home ownership of appliances. 

It also contains detailed infor- 
mation on occupations, wage earn- 
ers, housing statistics, heating 
fuels and heating systems, news- 
paper readership habits, automo- 
bile ownership and data on shop- 
ping habits. 


Van Der Linde Agency 
Gets Two New Advertisers 
Victor Van Der Linde Co., New 


York, has been appointed to handle 


advertising for Bite-X Corp., New 
York, manufacturer of children’s 
drugs. No media schedules have 
been determined. The company is 
a new advertiser. 

The agency also has been selec- 
ted by Tasty Tooth Paste Corp., 
Mount Vernon, N. Y., another new 
advertiser. No media schedules 
have been set. 


lowa State Names Pennell 


Ellen Pennell has been named 
assistant professor of technical 
journalism at Iowa State College, 
Ames, Ia., effective Sept. 16. For 
the past six years, she has been di- 
rector of the home service depart- 
ment of Pillsbury Mills Inc., where 
she has been known as “Ann Pills- 


bury.” 


Christie Heads Press Group 


American Press Assn., New 
York, has elected Donald Christie, 
publisher of the Courier Standard, 
Fort Plain, N. Y., as president to 
succeed Rowan Spraker, publisher 
of the Freeman’s Journal, Coopers- 
town, N. Y. Mr. Spraker relin- 
quished the post due to ill health. 


FCC Blocks Cicero Request 

WHFC, Cicero, [ll., also licensee 
of WEHS, an FM station cover- 
ing the entire Chicago metropoli- 
tan area, asked permission of the 
Federal Communications Commis- 
sion to use the designation, WHFC, 
Cicero, and WHFC-FM, Chicago. 
The FCC turned down the request, 
contending the announcement 
would confuse the listener “as to 
the true identity and location of 
both stations.” 


Appoints Ayres Agency 

Ayres Advertising, Lincoln, 
Neb., has been appointed to han- 
dle the publication advertising of 
Inter-State Nurseries Inc., Ham- 
burg, Ia. Magazines, metropolitan 
daily newspapers and farm pub- 
lications will be used. 


Sponsors ‘Kate Smith Show’ 
Minute Maid Corp., New York, 
will sponsor the Thursday, 4:30- 


4:45 p.m. segment of NBC’s full-|. 


hour “Kate Smith Show” on the 
NBC-TV network. The show, a 
five-a-week program, will have its 
premiere Sept. 25, from 4 to 5 p.m., 
EDT. It marks Kate Smith’s TV 
debut. Minute Maid frozen orange 
juice, grapefruit juice, and orange- 
grapefruit blend will be promoted. 
Ted Bates & Co., New York, is the 
agency. 


Caldwell Appoints Keeble 


Gordon F. Keeble, formerly 
manager of CFCF, Montreal, has 
been appointed manager of S. W. 
Caldwell Ltd., Toronto, radio and 
television advertising, effective 
Sept. 1. 
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BEAUTY FASHION 


A Message to AU Advertisers: 


HeRe’s WHAT THE 
DOCTORS’ ADVERTISING olen 


Ofpiana ou 


‘iw full force of advertising will be brought to bear 


in October by the American Medical Association in a 


peak effort of its National Education Campaign to 
defend the American Voluntary System against the 
threat of creeping Socialism. 


Advertisements affirming the doctors’ sup- 
port of Voluntary Health Insurance and 
opposition to Socialized Medicine will be 
carried in every daily and weekly news- 
paper of paid general circulation, in some 
30 National magazines and over more than 
1,000 radio stations covering all States and 


every local radio market. The 70-inch news- 


paper advertisement will appear in dailies on October 
11, in weeklies on the publication day closest to that 
date. National magazine advertising will run in the 
November issues of monthlies, during the week of 
October 8 in weeklies. Radio spot announcements will 
run daily for two weeks beginning October 8. 


CHAIN REACTION—FREEDOM STYLE 


The basic issue is freedom versus compulsion in Amer- 
ica. More than 10,000 responsible organ- 
izations, representing many millions of 
Americans, emphatically have endorsed the 
side of freedom. Here are just ten of the 
10,000 now on record against Compulsory 
Health Insurance: 


General Federation of Women’s Clubs 
National Association of Insurance Agents 
Catholic Hospital Association 

American Protestant Hospital Association 
National Association of Retail Grocers 
American Legion and Legion Auxiliary 
National Retail Dry Goods Association 
Veterans of Foreign Wars 

National Association of Retail Druggists 
American Farm Bureau Federation 


In every community, individual citizens, 
business enterprises and other organiza- 
tions will want to augment the doctors’ 


/ 


schedule with tie-in advertisements of their 
own—based on the theme: “The Voluntary 
Way is the American Way”’ 


A MANIFESTO OF FREEDOM 


Special kits of suggested tie-in advertising materials 
have been prepared as an aid to the thousands of com- 
panies, groups and individuals who will be joining the 
ever-broadening front against State Socialism in Amer- 
ica. Those kits soon will be in the hands of all news- 
papers and radio stations. 


Here is your opportunity to participate in a 
crusade to reaffirm the basic principles of 
American freedom—when a united effort 
will give your message maximum power. 


The Voluntary Way is the American Way! 


AT A TIME WHEN AMERICANS ARE DE- 
FENDING FREEDOM from aggressive outside 
attack, the doctors of America believe it is the 
occasion, too, for outspoken defense of free- 
dom on the home front. 


AMERICAN DOCTORS BELIEVE the Volun- 
tary Way is the American Way to solve prob- 
lems of medical care, cost and service—and 
America’s progress and world leadership in 
medical affairs prove that conviction. 


MILLIONS AGREE—but Compulsory Health 
Insurance—Socialized Medicine—the proven 
forerunner of a completely Socialized State 
—remains an active enemy of American vol- 
untary action! 


For information about tie-in advertising, address: 


(NEWSPAPERS, MAGAZINES) 
Lockwood-Shackelford Advertising Agency 

57 East Jackson Boulevard, Chicago 4, Illinois 
(RADIO) 

Russel M. Seeds Com 

919 North Michigan Teen, Chicago 11, Illinois 


National Education Campaign 


AMERICAN MEDICAL ASSOCIATION 
Chicago 2, Illinois 
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Newspaper Can't Bar Radio Users 
from Its Columns, Court Holds 


‘Lorain Journal’ Case 
May Have Vast Effect 
on Status of Advertisers 


CLEVELAND, Aug. 30—A news- 
paper may select and bar adver- 
tisers because a “free press” is al- 
so a private business. 

But a newspaper which rejects 
advertising in an effort to prevent 
an advertiser from using other 
media is guilty of “a vice con- 
demned by the Sherman Act.” 

Federal Judge Emerich B. Freed 
thus ruled for the government in 
its unprecedented anti-trust suit 
against the Journal, Lorain, O., 
yesterday. 

The Journal and four officers 
were found guilty of “bold, relent- 
less, predatory commercial be- 
havior” in trying to establish an 
advertising monopoly in Lorain 
and nearby Elyria, O. 

Individual defendants were Isa 
dore Horvitz, president and treas- 
urer of Lorain Publishing Co.; 
S. A. Horvitz, vice-president; D. P. 
Self, business manager, and Frank 
Maloy, Journal editor. 


gs Specifically, the Lorain news- 


SIGHS OF LONG LIFE 


THE ARTKRAFT* SIGN CO. 
Artkrafy® manetocing Corporation 
900 Kibby $1. Lime, USA 
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paper was said to have refused 
advertising space to merchants 
who also advertised on Station 
WEOL, Elyria, which serves both 
markets, thus injuring the radio 
station. 

“This is a vice condemned by 
the Sherman Act, and the evil 
may be restrained without touch- 
ing upon the legitimate business 
of the defendants,” Judge Freed 
said. 

“The Journal,” he said, “has a 
right to select its advertisers for 
good reason or without reason, 
but it has no right in pursuit of 
a monopoly to require them not 
to deal with a competitor.” 


ain a %14-page memorandum 
which will be followed by his 
decree, Judge Freed said freedom 
of the press was not an issue in 
the case. 

“The right of a newspaper to 
reject advertising arises from the 
fact that a free press is also a 
private business,” he said. “The 
defendants did not exercise their 
right of rejection because the ad- 
vertising was offensive in sub- 
stance or even because the pro- 
spective advertisers were not the 
sort of person with whom they 
wished to deal. 

“Their refusal to deal was based 
solely on a desire to force these 
advertisers not to continue or 
enter into relations with another 
mode of communication [the radio 
station].” 


@ Judge Freed said he could not 
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COFFEE MAKER CAMPAIGN—Camfield Mfg. Co., 


FULLY AuTOmarTiC! 


Famous for sive ecesee aerirances 
Caer ae Ramurnciveme Comrans oeame, 


Grand Haven, Mich., will launch 


its biggest fall-winter ad campaign with this _—— in Life on Sept. 18. It will be 


the first national advertising for the 


tic coffee maker. In addi- 


P 


tion to the spread, b&w half pages are scheduled in Life through Dec. 5, and b&w 

half and quarter pages will run in Better Homes & Gardens, Bride’s Magazine, 

Modern Bride, Newsweek, The New Yorker and The Saturday Evening Post, from 
now until early in December. Maxon Inc., Chicago, is the agency. 


conceive that the First Amend- 
ment to the Constitution renders 
the court powerless to enjoin the 
defendants’ practices. 

The Journal officers contended 
through their counsel, Attorney 
Parker Fulton, that a newspaper 
may reject any advertising at its 
own discretion. The trial was held 
last winter. 

Newspaper and advertising men 
throughout the nation closely 
watched the suit against the Jour- 
nal as the government entered a 
previously untried field in civil 
actions under the Sherman Act. 

The American Newspaper Pub- 
lishers Assn. had entered the case 
as a friend of the court, maintain- 
ing that a decision against the 
Journal would result in “the press 
of this country being subject to 
an order requiring it to give free 
access to its columns to anyone 
who demands same.” 


ws The Journal and its officers 
were also charged with conspiracy 
to monopolize and restrain trade. 
Judge Freed made no rulings on 
these counts, avoiding a legal ques- 
tion as to whether corporations 
can conspire with their officers. 

Judge Freed directed the gov- 
ernment to submit a relief decree 
which may take one of two forms. 
The Journal may be restrained 
from refusing advertising or or- 
dered to accept all advertising 
submitted to it. 

“Freedom of the press,” the 
judge said, “does not allow a dic- 
tatorial course of action designed 
to suppress another and equally 
important instrumentality of com- 
munication.” 


s The jurist dismissed Justice De- 
partment charges that the defend- 
ants tried illegally to injure the 
rival Lorain Sunday News and the 
Elyria Chronicle-Telegram. The 
proof, he said, was “too inconclu- 
sive to justify the findings sought.” 

Trial testimony established that 
WEOL was in interstate commerce 
since it could be heard in Michi- 
gan and since it carried 100 ath- 
letic events originating beyond 
Ohio. 

The programs included broad- 
casts of football games played by 
the Cleveland Browns All-Ameri- 
can Conference football club, spon- 
sored last season by Standard 
Oil Co. of Ohio. 

The trial produced 277 exhibits 
and more than 1,300 pages of 
testimony. 


@ Isadore Horvitz, in a prepared 
statement following the decision, 
said: 

“On the basis of Judge Freed’s | 
memorandum, the anti-trust law-_ 
yers of the Justice Department. 
have been upheld in seeking to! 
regulate the operation of a news- 
paper. 

“If the federal court’s decision | 
turns out to be what these findings 
indicate, then the Lorain Journal | 
will appeal to the United ~ ates! 


Supreme Court. 

“While it is difficult at this 
time to say what questions the 
appeal will involve, the Journal 
and its officers are still of the 
opinion that the question of what 
appears in a newspaper’s columns 
is one. to be decided by the pub- 
lisher ... 

“We will continue to defend 
this fundamental issue.” 


Henry Woulfe Joins Manz 
as Vice-President 


Henry F. Woulfe, formerly pres- 
ident of the Pepsodent division of 
Lever Bros. Co., has been named 
a _ vice-president 
of Manz Corp., 


Chicago color 
printer and en- 
graver. 


Mr. Woulfe re- 
signed from his 
Pepsodent posi- 
tion in February, 
shortly after all 
Lever Bros. asso- 
ciate and affiliat- 
ed companies’ 
activities were 
integrated in 
New ‘York City. He had headed 
Pepsodent since 1946 and also 
served as vice-president and direc- 
tor of Lever Bros. Co. 


Henry Woulfe 


Heatter a Sellout; 
MBS Football ‘Game 
of Week’ Is Co-op 


New York, Sept. 1—Gabriel 
Heatter has picked up two more 
sponsors for his early evening 
newscasts over Mutual, giving the 
commentator a Sunday through 
Friday sellout. 

Murine Co., through Batten, Bar- 
ton, Durstine & Osborn, now car- 
ries the 15-minute program on 
Fridays. Beltone Co., through 
Olian Advertising Co., will spon- 
sor Mr. Heatter’s Wednesday ses- 
sion of news starting Sept. 20, 
Other sponsors: Noxzema Chem- 
ical Co., Monday; Rhodes Pharma- 
cal Co., Tuesday and Sunday, and 
Amurol Products Co., Thursday. 


es Meanwhile, Mutual has an- 
nounced that its college football 
“Game of the Week” this fall will 
be offered as a co-op to be sold 
locally by affiliates. Also to be 
added to the cooperative program 
list are two other football round- 
ups—“Tomorrow’s Football,” Fri- 
day at 7:15 p.m., EST, and “Foot- 
ball Results,” Saturdays at 7 p.m., 
EST. 

The network hopes the prece- 
dent set by baseball’s “Game of 
the Day,” which is currently spon- 
sored by approximately 3,000 ad- 
vertisers on more than 350 MBS 
stations, will be followed by the 
gridiron “Game of the Week.” 


CIAA Meet to Have Putman 


The annual kickoff meeting of 
Chicago Industrial Advertisers 
Assn. will be held Sept. 11 at the 
Builders Club, Chicago. Col. Russ- 
ell L. Putman, president of Putman 
Publishing Co., will speak on the 
1950 Putman award. There also 
will be a showing of a new Nation- 
al Industrial Advertisers Assn. 
film, “The Radar of Selling,” 
which was financed by the Put- 
man company. 


Appoints Lovick Agency 


James Lovick & Co., Montreal, 
has been named to direct the ad- 
vertising of Franki Compressed 
Pile Co. of Canada, pile driving 
and foundations. 
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“Advertising Age 


is always timely 
and gives me 
many ‘firsts ” 


Says DUANE JONES 
President 


DUANE JONES COMPANY, INC. 


“Advertising Age to me occupies the 


same position in the advertising field that 
daily or weekly supplements do in the general 


Mr. Jones has headed his own agency, : : 
Duane Jones Company, Inc., in New York, since edt i news field. It is always timely, a to-date, 
in 1942. He began his business career by starting Service Station 
News in Los Angeles. Selling this, he joined Lord & Thomas on the 
Coast in 1923, became manager of the Los Angeles office in 1928, 
came to the New York office in 1930 to head up the RCA and 
G-E accounts. In 1932 he joined Maxon, Inc., as vice-president in 
charge of H. J. Heinz and G-E accounts. In 1934 he went to Benton & 


Bowles as vice-president on Colgate-Palmolive-Peet. Following a several 


and gives me many ‘firsts’ in the advertising 
business that I might otherwise have to 


wait for with its competitive magazines. 


“Also, I like your editorial policy and 
find everything most informative. 


months’ tour of Europe, he became vice-president and general 
manager of the New York office of Blackett-Sample-Hummert. 
In 1940 he rejoined Maxon, Inc. as a partner. He has the 
distinction of creating many “firsts,” including: the Heinz 
pyramid pages, flower seeds as premiums over the radio, silk **T have been a subscriber ever since 
stockings over the radio, the only Blarney stone ever to be exported ‘ 
from Ireland for use as premiums, and cornering the cultured pearl your inception and hope to have the same 
market in Japan just before the war to offer a Sterling silver 
bowknot pin with a genuine cultured pearl as a premium for privilege in the future.” 
25 cents and the purchase of three cakes of Sweetheart 

soap. He attended Denver, Colorado, Washington and Michigan 
universities. He was graduated from the University of 


Pennsylvania Wharton School with a B.S. in economics. 
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Asks Where Direct Mail 
Stands in Media Controversy 

To the Editor: I have been 
reading about the recent war be- 
tween newspaper advertising and 
magazine advertising as to which 
ranks first. What ever became of 
direct mail advertising; is it no 
longer regarded as a “medium”? 

In your issue of March 13, 
1950 (Page 4), you reported that 
“Direct Mail Hit $863,989,480 Vol- 
ume in 1949,” as reported to the 
DMAA by Horace Nahm, Henry 
Hoke, Ed Mayer, and Leonard 
Raymond. The basis of their cal- 
culations seems entirely logical 
and fair; in fact, I think they are 
ultraconservative, probably in an- 
ticipation of attempted refutation 
by single-medium exponents. 

Of course, the actual total 
amounts spent for both newspaper 
and magazine advertising are 
somewhat greater than the fig- 
ures being used in the present 
controversy, but even if they 
scrape together every crumb nei- 
ther of them can come within 
shootin’ distance of direct mail, so 
they all might as well put their 
guns up and get back to work. 

JOHN EVANS, 

Manager, Argus Publishing 

Co., Chicago. 

The controversy, which we be- 
lieve is rather meaningless any- 
how, centered around “national” 


This department is a reader’s forum. Letters are welcome. 


advertising. No one has ever at- 
tempted to assay how much direct 
mail advertising is “national” and 
how much. is not, 


Another ‘Corner’ Invites 
The Creative Man 

To the Editor: In our house or- 
gan entitled “Between Ourselves” 
we occasionally run a half page 
called “The Ad Man’s Corner.” 

We would like to reproduce 
“The Creative Man’s Corner” just 
as it appeared in ADVERTISING AGE 
in the issue of July 10, 1950—with 
credit of course to ADVERTISING 
AGE. 

May we have your permission to 
do so? 

L. M. THomson, 

Manager, Advertising and 

Public Relations, Industrial 

National Bank, Detroit. 


Consumer Speaks Out 
on Record Speed ‘Jumble’ 

To the Editor: I quote the first 
paragraph from a front page story 
in ADVERTISING AGE, issue of Aug. 
14. 

“New York, Aug. 10—Record 
dealers here are looking forward 
to a ‘peaceful’ selling season now 
that the battle of the speeds has 
been resolved with the entry of 
Columbia Records Inc. into the 


Che Gourier-Fonraal 


45 rpm field.” 

Yep! Everybody is happy now 
except the consumer. 

However, if possessed of infinite 
patience and equipped with a 
lightning calculator, along with 
one of the new gadget record 
changers, currently advertised as 
adjustable to all speeds from 10 
to 100, he can defy the disc man- 
ufacturer to do his worst. 

Personally, I hope the guy 
primarily responsible for this jum- 
ble of record speeds picks up a 
rusty nail right in the middle of 
his metatarsal. 

FRANK EASTMAN, 
Leo Burnett Co., Chicago. 


Salisbury VFW Runs County 
Drive Against Hoarding 

To the Editor: Here’s an effort 
being made by the local VFW that 
I thought you’d like to see. This 
makes a tangible fight againsi 
hoarding, and at the same time 
creates local interest by using pic- 
tures of men who are known in 
this county. 

Besides paying for the full-page 
ad, the VFW has had hundreds 


xk exe Riki 


Americans Will - 
Protect Our 
Flag.... 


HOARDERS 
ore: 
5 


of posters printed and placed 
throughout stores in the whole 
county. 

When an organization digs into 
its own pocket to pay for this 
patriotic type of advertising, it 
certainly deserves much commen- 
dation. 

Mats of the page are available 
to any other VFW throughout the 
country for the nominal cost of 
$5 per page. Anyone interested 
may order them by writing di- 
rectly to the VFW, Salisbury, Md., 
attention of Harry Cropper. 

As a note of self-recognition, 
this office prepared the ad. 

LARRY FRANKS, 

S. Larrabee Franks, Adver- 

tising, Salisbury, Md. 


Logic Takes a Beating 
Like a Fly ina Mixer _ 

To the Editor: I want to express 
my approval of your attitude 
toward hoarding as expressed in 
your last issue. 

I think it is a shame that peo- 
ple are so selfish as to try to buy 
things before prices go any higher 
while our boys are dying in Korea. 
If they don’t die, our American 
Way of Life with its chances to 
hoard will be gone forever. 

As an individual consumer, I 
deplore hoarding. So, as a dealer, 
I am discouraging it by putting 
my prices up right now. My theory 
is that if people find prices are 
already up, they will decide there 
is now no chance to save and so 
why buy now. 

My wife was smart. She bought 
a good supply of sheets before 
prices jumped—so she really saved 
and we don’t need to worry about 
sheets for years and years. As you 
know, sheet and other prices are 


up now, although the sheets were 
in warehouses and ready to be put 
on counters before June 25 when 
Koreans began to make news. 

I sell groceries. To discourage 
hoarding I have marked up my 
coffee as much as 12¢ per pound 
and I am now selling sugar at 9¢ 
more for 5-lb bags than in June— 
but it seems that the higher I mark 
things, the more determined folks 
are to buy ahead. It makes it hard 
for me to keep my stock rooms 
filled up. One man said, “I hate 
to be in the hoarder class but 
why should I stand back and wait 
while every business house in the 
country from you grocers on up 
jacks up prices?” 

-I think this attitude is unfair. 
He should think of the boys who 
are dying in Korea and not de- 
manding 48 hours pay for 40 hours 
work (per DAY). 

Pro Bono Pusiico & CoNn- 

STANT READER. 

AA does not normally pay at- 
tention to anonymous communica- 
tions, but this one expresses such 
strange logic (with tongue in 
cheek, we hope) that we can’t 
help wanting to pass it on for 
readers’ bewilderment. 


Photo Dealers’ Publication 
Reprints Fair Trade Case 

To the Editor: In your issue of 
Aug. 14 there.was a short item on 
the subject, “Co-op Must Pay Sun- 
beam for Fair Trade Violation.” 
This subject is very dear to, and 
very close to our members’ in- 
terests and I should like to have 
the privilege of reprinting it in 
our monthly trade publication, 
“Photo DEVELOPMENTS,” with 
proper credit, of course, to ADVER- 
TISING AGE. 

If this permission could be re- 
ceived in the very near future, 
I’m sure we could make very 
good use of it. 

R. J. WILKINSON, 

Executive Manager, Master 

Photo Dealers & Finishers As- 

sociation, Jackson, Mich. 


Nominates Best Selling Copy 

To the Editor: After having read 
and been fed by the advertising 
press for more years than I care 
to add up, I nominate the en- 
closed Einson-Freeman ad (AA, 
Aug. 7) as the most effective piece 
of SELLING copy it has ever been 
my pleasure to read. 

What a cheerful spot our adver- 


Advertising Age, September 4, 1959 


tising papers would be if we had 
more copy like this to read instead 
of the moron-breed which pre- 
vails. | 

Norris H. EVANs, 


Norris H. Evans Co., Upper 
Montclair, N. J. 
. + * 


Columnist Makes a Switch 

To the Editor: The enclosed 
Chicago Sun-Times page amused 
me as a rather unusual lapse on 


i 
ae 


the part of the makeup man. May- 
be you, also, noticed it or other 
readers have pointed it out. 
It appears “Kup’s Column” is 
temporarily “Kup’s Barnyard.” 
J. WHITE, 
Chicago. 


Critic Has His Say 

To the Editor: Having read one 
of your Creative Man’s recent art- 
icles on the state of television pro- 
grams and then listened to the ra- 
dio last Sunday, I’m inclined to be 
critical of his critical ability. 

Certainly television can’t be any 
worse than radio—and after about 
four hours of mystery murders 
tuned in by our eight-year-old, 
I’m inclined to feel that neither 
offers very much in the way of 
good advertising or entertainment. 

If the advertisers spend money 
on that stuff they are throwing it 
away. 

WarREN W. ANDREWS, 


Chicago. 


" for want of 
— ome 
. +. Many production dollars are lost 


in time and press room damage when plates 
come off the block. 


Scientific tests* prove PLASTIC MOUNTED plates hold 

6 times better than those mounted with nails. 
Pontiac PLASTIC MOUNTED engravings and electrotypes are 
trimmed flush, thus require less lock-up time in the 
composing room which means a saving in money to you. 
Pontiac has produced over 100,000 plates without 


one coming off the block. 


take chances...use 


.. proof of their superiority. Don't 
Pontiac flush PLASTIC MOUNTED 


plates on your next engraving or electrotyping job. 


*Vandercook Research Laboratories 
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Minneapolis Grain Exchange Opens 
Full-Fledged Educational Campaign 


MINNEAPOLIS, Aug. 30—A year 
ago the Minneapolis Grain Ex- 
change learned something it long 
had feared—that it wasn’t likely 
to win any popularity contests. 
A lot of people, a survey discov- 
ered, knew little or nothing about 
the exchange and were suspicious 
of it. 

Among those who did under- 
stand its function, however, a 
high percentage was favorably in- 
clined toward the exchange. So 
today the 522 members are en- 
gaged in a many-sided campaign 
to explain how the grain market- 
ing system works and what it 
does for the American economy. 

The exchange sought advertis- 
ing advice, hired an agency— 
Batten, Barton, Durstine & Osborn 
in Minneapolis—and set sail on 
its much-needed advertising and 
public relations campaign. 

Part of the campaign to win 
friends and influence people be- 
gan some months ago but not until 
August did the exchange step up 
the pace through the medium of 
space advertising. 

A series of 12 full-page ad- 
vertisements prepared by BBDO 
have been scheduled for the next 


“How do you know we can sell this crop?” 


Andel Feimee Fer ser Dawe Gowr ger 12, Rectrtamd Commas, North Oninits 


EDUCATIONAL—This ad in farm papers 

is the first of 12 scheduled by the Min- 

neapolis Grain Exchange through Batten, 
Barton, Durstine & Osborn. 


year in farm magazines in the 
area, including The Farmer, Dak- 
ota Farmer and Montana Farmer- 
Stockman. 


a “We’re trying to sell the public 
and particularly our customers, 
the farmers, on the lowest-cost 
marketing system in the world,” 
said F, Peavey Heffelfinger, pub- 
lic relations committee chairman. 
Ads in the farm magazines will 
show pictures of a North Dakota 
farmer and his son going through 
the grain trade channels from 
farm through the exchange. 

Its main point is that the ex- 
change provides the most econom- 
ical method of selling grain—‘no 
other farm product costs so little 
to market as grain.” 

All the advertisements in the 
series will deal with a _ single 
phase of the exchange operation 
and will be in a low-pitch, institu- 
tional vein, according to the agen- 
cy. 
“We want the public to know 
what this system does for them,” 
said R. A. Morken, chairman of 
the advertising subcommittee. “We 
want more people to know how 
the exchange works.” 


a What the Minneapolis exchange 
and others throughout the country, 
such as in Chicago and Kansas 
City, fear is eventual control of 
all grain marketing by the govern- 
ment. 

“We hate to see free markets 
threatened by a lack of public un- 


derstanding,” Mr. Heffelfinger 
said. “We feel we have a respon- 
sibility to do this job of acquaint- 
ing the public with the market.” 

To do just that, the exchange 
members have been busy this past 
spring and summer addressing 
civic groups, farm organizations 
and others throughout the Upper 
Midwest. They have slides which 
reduce such misunderstood terms 
as “hedging” and “speci ating” 
to common terms. The) invite 
school children and other groups 
to watch the traders in action by 
visiting the exchange, the world’s 
largest cash grain market and fu- 
tures pit. Advertising invites read- 
ers to visit the Minneapolis ex- 
change. 


s Grain men have been harping 
on a theme that “speculating” and 
“gambling” are not the same, al- 
though most people think so. 
Gambling, say the grain men, is a 
created risk which no one need 
take, like betting on a card in 
poker and with about the same 
chances of winning or losing. 
Speculating, on the other hand, 
they say, is simply the risk of 
ownership which someone must 
take if grain is to move in regu- 
lar trade channels. 

Those and other misconceptions 
about the exchange were brought 
home to roost last year by a sur- 
vey of public opinion conducted by 
Opinion Research Corp., Princeton, 
N. J. 

The exchange now has a long- 
range timetable for its new cam- 
paign. It includes, besides the 
speakers and slides and tours and 
the advertising schedule, a pro- 
gram to familiarize employes of 
grain firms with the exchange, 
county fair displays, and a plan 


to carry the explanation into 

schools and colleges. 

Melrose Distillers Names 

M. J. Ades, Eric, Giraitis 
Melrose Distillers Inc., New 


York, affiliate of Schenley Dis- 
tillers Inc., has appointed Murrel 
J. Ades, formerly vice-president 
and eastern division manager of 
Schenley Distributors Inc., as 
vice-president and general sales 
manager, effective Sept. 1. He is 
also president of Distributors of 
New England Inc., Massachusetts 
and Connecticut subsidiary of 
Schenley. 

Seward W. Eric has been named 
sales manager for Melrose brands 
and Stanley B. Giraitis sales man- 
ager for Gibson brands. 


TV Set Sales Increase; 
6,942,000 in U. S. 


Television set sales, which usu- 
ally take a nosedive in mid-sum- 
mer, have done just the opposite 
this year, Hugh M. Beville Jr., 
NBC research director, reports. 
According to NBC’s estimates, 
431,500 TV receivers were in- 
stalled during July, bringing the 
Aug. 1 total for the country to 
6,942,000. 

July sales, spurred by the wave 
of buying which followed the out- 
break of the Korean war, repre- 
sent quite a jump over the June 
figure of 296,400. The July, 1950, 
figure is triple that of July, 1949. 


Tecca Uses 7-Foot Card 


Mitchell, McCandless & Klaus, 
Cleveland transportation advertis- 
ing concern, has created a 7’ card 
for Tecca Distributing Co., featur- 
ing Raytheon TV receivers. Oc- 
cupying three regular card spaces, 
it is believed to be the largest 
street car ad ever displayed in 
Cleveland. Tecca’s agency is Axel- 
brand, Brown & Gardner. 


Joins Palm & Patterson 

J. Lee Gibson, formerly account 
executive of Batten, Barton, Dur- 
stine & Osborn, has joined Palm 
& Patterson, Cleveland, in a sim- 
ilar capacity. 


Penicillin Tooth 
Powder Placed on 
Market by Jergens 


CINCINNATI, Aug. 30—The latest 
weapon in the continuing war 
against tooth decay is penicillin, 
Andrew Jergens, president of 
Andrew Jergens Co., revealed last 
week. 

He announced that Jergens is 
now distributing Dentocillin, a 
new tooth powder including peni- 


who is said to have reported to the 
American Dental Assn. that his 
tests prove the safety and effec- 
tiveness of the new dentifrice. 

Jergens plans no consumer ad- 
vertising. A schedule in dental 
journals and drug papers starts 
Sept. 1. 


United Board & Carton 
Promotes Kaler to V.P. 

Edwin W. Kaler, formerly gen- 
eral sales manager, has been 
named vice-president of United 
Board & Carton Corp., Syracuse, 


cillin, to druggists, for sale on|N. Y 


dental prescription. 

Introduction of the new product 
by the cosmetics and toilet soap 
company follows five years of re- 
search and a two-year study of 
400 school children in Walpole, 
Mass., Mr. Jergens said. In the 
Walpole experiment, he reported, 
Dentocillin reduced cavities by 
more than 50%. 


Warren J. Gottemeyer, formerly 
with New York Life Insurance 
Co. and McBee Co., and Carl R. 
Spadt, formerly with Bethlehem 
Steel Corp., have joined the car- 
ton sales staff. 


Goodrich Expands TV 


B. F. Goodrich Co., Akron, will 
sponsor John Daly in a 15-minute 
telecast over CBS-TV for five 
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McNutt Appoints Ritz 


Henry P. Ritz has been appoint- 
ed an account executive of George 
C. McNutt, Advertising, Oakland, 
Cal. For the past four years, Mr. 
Ritz was a partner in the Schultz 
& Ritz Advertising Agency, Port- 
land. As of July 1 he sold his 
business interests to his partner, 
E. G. Schultz, who is continuing 
the business under the name of 
Schultz & Associates. 


Bennett Gets Ale Account 


Victor A. Bennett Co., New 
York, has been named by Char- 
rington & Co., London, England, 
to handle advertising in this coun- 
try for Toby ale. The company is 
a new advertiser in the United 
States. 


The research was conducted by 
a team from Tufts College dental 
school, headed by Dr. Helmut A. 
Zander, professor of dentistry, 


weeks preparatory to the return 
of its regular show, “Celebrity 
Time” on Oct. 1. Batten, Barton, 
Durstine & Osborn is the agency. 


hetognaphy » R 
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Assignments covered trom coast to coast tot 
purposes. 


advertising, editorial and research 


Mxies Write for booklet 
38 PARK PLACE, NEWARK 2.8 


it pays to use 
both hands 


To play 

A good sales tune 

In Big St. Louis 

(America’s 8th largest market). 


For full 

Sales-advertising harmony 
Use substantial schedules 
In the St. Louis Star-Times. 


More than 180,000 responsive 
Star-Times reader families 


Give you the essential 
LOW COST PULLING POWER! 


in big St. Louis 
that means 


THE ST. LOUIS STAR-TIMES 


Represented Nationally by The George A. McDevitt Co. 
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How Audiences 
Vary by Cities 
Told by Hooper 


New York, Aug. 30—A wide 
variance in the effect of televi- 
sion on the over-all broadcast au- 
dience picture from city to city is 
revealed in the June chartbooks 
of C. E. Hooper Inc. 

Details of this report, which 
shows how AM and TV divide 
the available audience, are no 
longer being made public by the 
researcher. However, Mr. Hoop- 
er told AA that television in some 
cities is making a substantial ad- 
dition to the total sets-in-use fig- 
ures, while, in others, where 
members of most families con- 
centrate on video rather than al- 
ternating it with radio, nighttime 
sets-in-use have remained pretty 
constant. 

Television, as a rule, doesn’t 
make sensational inroads on ra- 
dio’s box office until the big pro- 
grams come into town “live.” To 
illustrate, the researcher cited 
City “A,” in which TV’s share of 
the total broadcast audience is 
8% after a year of telecasting 
without cable service. Total for 
sets-in-use in June, 1950, was 
28.2% (radio has 26.9% of this), 
compared with 28% in June, 1949. 

In another relatively new tele- 


TH 


431 S. Dearborn St 


Chicago 5 illinois * 


use for three months. Then the 
station began to receive direct 
| network programming service and 


_ vision market the advent of a' 
| sight and sound broadcasting sta- 


tion had little effect on sets-in- 


the number of homes using sets 
—AM and TV—climbed one-third, 
Mr. Hooper said. 


ws Some 22% of the homes in this 
City “B” were listening to their 
radios, according to the June, 
1949, report; in June of this year 
31.2% of the homes were looking 
or listening. This could mean that 
a sizable number of families are 


looking and listening, Hooper 
said. 

At the opposite extreme is City 
“C.” Here television, which 


tripled in take of the total night- 
time audience in the last year, is 
nearing the 50% share of au- 
dience mark. Radio, meanwhile, 
has taken a sharp nosedive. Total 
homes using sets a year ago 
(June, 1949) were 34.3%, com- 
pared with 35.8% this year 
(June). Here, Mr. Hooper said, 
there has been heavy switching 
from one medium to the other. 


ws The June chartbook places TV’s 
share of the audience at more 
than 50% in New York, Phil- 
adelphia, Baltimore, Boston, Prov- 
idence, Chicago and Dayton. In 
these cities the percentage of 
homes with radio or video re- 
ceivers turned on is “uniformly 
up—as high as 44% in some 
cases.” The average gain above a 
year ago is 25%. 

The peak evening audience pull 
is in Milwaukee, which has not 
reached 50% TV audience share. 
Homes using sets have them tuned 
to a broadcast or telecast for 
an average of 22 minutes out of 
an hour from 6 to 10 p.m. This 
reflects duplication between AM 
and TV, it was said. 
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of Tennesseans in past 10 years 
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The Eye and Ear Department 


the basement. 


and Ingrid’s mother said—.”’) 


By a strange coincidence, NBC-TV on Friday nights presents 
“The Quiz Kids” at 8 and “Life Begins at 80” at 9. This might 
justifiably be called playing both ends against the middle. As far 
as this reviewer is concerned, he’ll take the middle. 

“The Quiz Kids,” which is sponsored by Miles Laboratories, 
for Alka-Seltzer, has the unfortunate tendency to take one back 
to his grammar school days—never a pleasant period to re- 
member. It evokes memories, too, of the bright kids in the class 
—who, because they always knew the answers, never had to 
stay after school, while you did. And you were the one who 
liked fishing or swimming or playing baseball. You never did 
have any ambitions to make an atom bomb in the attic or 


“Life Begins at 80,” on the other hand, makes you hope that 
life will end abruptly for you by 79 at the latest. Preferably 
sooner, The old gaffers—male and female—on this program get 
off witticisms as snowy white as their locks and seem to take no 
end of delight in making snide references to sexual prowess and 
even telling dirty stories. (“Ingrid Bergman’s mother called her 
on the phone, and Ingrid said she was in bed with lumbago, 


Talented kids no doubt have a place in the entertainment 
field. But kids talented along physical lines are a lot easier to 
take than kids talented along purely intellectual lines. Old folks 
have a place on TV and radio, too. But, somehow, you feel 
that when folks grow old they should act like Barny Baruch— 
not like the people on “Life Begins at 80.” Somehow, these pro- 
grams seem horribly reversed in what happens. Maybe life’s 
like that, but—to the romantic who writes these lines—it seems 
it should somehow be just the opposite. 


Francisco Indicates 
Changes in Florida 
Citrus Advertising 


New York, Aug. 30—Ad plans 
of the Florida Citrus Commission 
for the coming season won’t be 
announced for another week, ac- 
cording to Don Francisco, vice- 
president of J. Walter Thompson 
Co., who will supervise the ac- 
count, recently awarded to JWT 
(AA, Aug. 14). 

Mr. Francisco said the campaign 
for the coming citrus crop will 
drop the copy angle used previ- 
ously. He summed up the old ap- 
proach as saying, in effect: Stay 
where you are. and eat Florida 
citrus and you'll get the same 
benefit as if you went to Florida 
and basked in the sunshine. 

Mr. Francisco said he expected 
the new advertising campaign will 
face a “tough” selling job because 
“prices won’t be as high as last 
year.” For citrus growers, 1949 
was the most prosperous of the 
last 30 years, he said. 


w On the bright side, he said the 
October crop will be much bigger 
than last year’s—barring a freeze 
or a hurricane. 

He also announced that his 
agency is setting up a Lakeland 
office to handle the $1,600,000 ac- 
count. It will be staffed by two 
people at the start. 

Meanwhile, Dawson Newton, 
advertising manager of the citrus 
commission, announced that a 
study will be made of wider mar- 
keting areas and a plan will be 
readied to push outlets previously 
untapped by Florida citrus prod- 
ucts. 

Mr. Newton said a report by 
Industrial Surveys Co., released 
through the commission, showed 
the consumption of frozen concen- 
trated orange juice still on the 
increase. The report indicated that 
in June the proportion of families 
buying the product increased to 
15.5% as compared with 14.5% 
in May—a new high. 

Total purchases for household 
use increased for the sixth consec- 
utive month, now totaling 1,258,- 
000 gallons for the month. 


Textron Names Spectrum 


Textron Inc., New York, has an- 
nounced that the sale, distribution 
and future production of its drap- 
ery, slip cover, bedspread, and up- 
holstery fabric lines will be han- 
dled by Spectrum Fabrics Corp., 
New York. 


Armour Laboratories Names 
Hicks General Manager 


Thomas Edward Hicks, former- 
ly executive vice-president of 
Hanly, Hicks & Montgomery, New 
York agency, has been named 
general manager of Armour Lab- 
oratories, Chicago, subsidiary of 
Armour & Co. He will direct the 
manufacture and distribution of 
Acth and Armour’s other phar- 
maceutical preparations. Dr. John 
R. Mote, formerly medical direc- 
tor, has been appointed assistant 
to Mr. Hicks. 

Mr. Hicks also was a former 
vice-president and director of 
Johnson & Johnson and later was 
president and director of Personal 
Products Corp., a subsidiary of 
Johnson & Johnson. 


Westinghouse Names Novy 


Joseph F. Novy has been ap-_ 
pointed manager of general ad-| 
vertising and sales promotion of | 
the farm sales development pro- | 
gram of Westinghouse Electric | 
Supply Co., in the northwestern | 
district, with headquarters in Chi- | 
cago. He also is head of the farm 
sales development program in the 
northwestern district. ' 
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Hiram Walker Sets 
4 Separate Drives 


Detroit, Aug. 30—Hiram Walker 
Inc. is holding a series of distrib- 
utor meetings in key marketing 
areas throughout the country to 
disclose plans for aggressive con- 
tinuation of its national brand 
building program. 

During the next few months, 
usually the heaviest liquor buying 
period of the year, Walker wil] 
stage an extensive advertising and 
merchandising program to gain 
support for Walker brands at the 
consumer level, according to Ross 
Corbit, company president. 

He said that separate programs 
have been set up for Canadian 
Club, Walker’s DeLuxe bourbon, 
Imperial and Hiram Walker’s cor- 
dials, with special emphasis on 
the latter two. 

Canadian Club will be adver- 
tised in Cosmopolitan, Life and 
Time, while cordials will be pro- 
moted in Gourmet, Life and The 
New Yorker. The agency for these 
two products is C. J. LaRoche & 
Co., New York. 


a The Imperial schedule calls for 
four-color, full-page ads in Col- 
lier’s, Life and Ebony, and weekly 
insertions in 500 newspapers. De- 
luxe will use full-page, b&w ads 
in Life, Newsweek and Time, as 
well as weekly insertions in 100 
papers. Both Imperial and DeLuxe 
will also be promoted with 24- 
sheet posters, car cards and painted 
bulletins. Foote, Cone & Belding, 
Chicago, is the agency for these 
two, 

To get the program to distribu- 
tors and salesmen in the shortest 
possible time, Walker has devel- 
oped a series of duplicate stage 
settings which make it possible 
to conduct several meetings sim- 
ultaneously. 


Travelers Appoints Three 

H. Curtis Reed has been ap- 
pointed superintendent of the 
sales research and promotion divi- 
sion of the life, accident and group 
agency department of Travelers 
Insurance Co., Hartford, Conn. L, 
F. Arvidson and Robert B. Safford 
have been named assistant super- 
intendents. 


Skinner to Bozell & Jacobs 
Skinner Mfg. Co., Omaha, pro- 
ducer of macaroni products and 
breakfast foods, has named Boz- 
ell & Jacobs, Omaha, to handle its 


‘ advertising. 
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Again” lithographed displays that dealers like — 
put up—keep up! Call us in for ideas. 
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NEW SUBSCRIPTION ORDER FORM 


Please enter my Advertising Age subscription for 


[) 1 Yr. at $3 ( 52 issues) () Payment enclosed 
C) 2 Yrs. at $5 (104 issues) C) Bill me 
C) 3 Yrs. at $6 (156 issues) ( Bill my firm 


NamMeE_ TITLE 


Firm BusINnEss_ 


STREET. 


City ZONE. STATE 


But send my weekly copies to 


Home Appress. 
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Radio Pot Boils 
)ver Communist 
scharges, Denials 


(Continued from Page 1) 
Hancy Carroll was selected as a 
placement. 


The company explained its rea- 
pn for dismissing Miss Muir from 
Mahe cast as follows: 

® “The General Foods Corp. has 
eceived protests from a number 
bf groups against the appearance 
bf Miss Jean Muir on the televi- 
ion version of ‘The Aldrich Fam- 
y’. In taking this action, General 
Foods wishes it understood that it 
is in no way passing judgment on 
the merits of these protests it has 
received. 

“The basic policy which Gen- 
eral Foods has established and 
uniformly observes in matters of 
this kind is as follows: 

“One of the fundamental ob- 
jectives of General Foods adver- 
tising is to create a favorable and 
receptive attitude toward its prod- 
ucts among the largest possible 
number of consumers. 


s “The use of controversial per- 
sonalities or the discussion of.con- 
troversial subjects in our adver- 
tising’ may provoke unfavorable 
criticism and even antagonism 
among sizable groups of consum- 
ers. Such reaction injures both 
acceptance of our products and 
our public relations. 

“General Foods advertising, 
Mtherefore, avoids the use of mate- 
rial and personalities which in its 
judgment are controversial. 

“In accordance with the policy 
expressed above, General Foods 
has instructed its agency, Young 

Rubicam Inc., to arrange with 
Stellar Enterprises (packager of 
the program) for the replacement 
of Miss Muir as a member of ‘The 
Aldrich Family’ cast.” 


a LN 


= More than 12,000 copies of “Red 
Channels” are in circulation, ac- 
cording to T. C. Kirkpatrick, man- 
maging editor of “Counterattack.” 
This includes regular subscribers 
to the weekly newsletter as well 
as additional purchasers. 

Mr. Kirkpatrick said quite a 
few of these have gone to agen- 
cies and advertisers, “but most 
of them to ordinary citizens.” The 
newsletter, a publication of three 
former FBI men, has a few in- 
quiries daily concerning persons 
employed in radio as well as in 
other fields. There has been no 
increase in this type of call in re- 
cent days, he added. 

Mr. Kirkpatrick is co-chairman 
of a recent committee set up to 
investigate Communism in the 
broadcasting industry. Formation 
of this group, which was organ- 
ized a couple of weeks or so ago, 
Was announced this week by Rab- 
bi Benjamin Schultz, coordinator 
of the Joint Committee Against 
Communism in New York, and 
one of the protestants against Miss 
Muir. 

Mrs. Hester McCullough of 
Greenwich, Conn., is an associate 
member of the committee. She was 
the defendant in a recent libel 
Suit filed by dancer Paul Draper 
and harmonica player Larry Adler 
after she labeled them as pro-Com- 
munist. There was no_ decision 
in the case, which ended with 
a hung jury. 


® These developments in the so- 
called “Red Purge” of radio were 
ideplored in an editorial in the 
sNew York Herald Tribune: 

“The case centering around 
m@Jean Muir is alarming if not 
eshocking in its implications. A 
sprivate group has recently pub- 
lished a book, ‘Red Channels,’ 
purporting to show the extent of 


Communist infiltration in the ra- 
dio and television field. It does 
so by listing some 150 names of 
persons more or less connected 
with radio, who can also be con- 
nected at one time or another, one 
way or another, with Communist, 
Communist-front or suspected 
Communist-front organizations 
or activities. The book care- 
fully avoids bringing an ac- 
tionable charge against any of 
these names; it grants that some 
may have been ‘inveigled’ into 
the Communist net without being 
in any way aware of it. It makes 
no distinctions in its lists, how- 
ever. 

“Miss Muir was listed. When she 
was given a prominent television 
role a series of telephone protests 
descended on the sponsors. This 
made her a ‘controversial’ per- 
sonality—too controversial for an 
advertiser interested only in sell- 
ing his products to a mass au- 
dience—and she was given her 
money and her contract canceled. 
In the process her career was dam- 
aged if not blasted without a hear- 
ing, without proof, without even 
any charge. Aside from her own 
indignant denials, this newspaper 
knows nothing of Miss Muir’s 
opinions. But it now appears that 
a private committee, emboldened 
by this easy success, has appointed 
itself to hound out of the radio 
field all whom it considers ‘pro- 
Communists.’ 

“One member, a publisher of 
‘Red Channels,’ is even quoted as 
announcing that none whom he 
suspects will be absolved until 
they have come to him with posi- 
tive proof of their innocence. 
This whole procedure, by a group 
of individuals who have discov- 
ered the ease with which they can 
play on the sensitivity of radio 
advertisers, is so gross a violation 
of every decent democratic stand- 
ard of freedom of speech and in- 
dividual right as seriously to un- 
dermine sound efforts to bring 
proper and reasonable restraints 
on Communist conspiracy.” 


e Henry Jaffe, Miss Muir’s hus- 
band and counsel to the American 
Federation of Radio Artists, had 
not decided whether the matter 
would be taken to court as AA 
went to press. Although the Amer- 
ican Civil Liberties Union im- 
mediately decided to investigate 
the case, it apparently plans no 
sort of legal action. ° 

Broadcast unions have long 
been concerned with reports that 
certain of their members are be- 
ing discriminated against as black- 
list targets by pressure groups. 
More than a year ago, after the 
resignation, reportedly under pres- 
sure, of William Sweets as direc- 
tor of “Counterspy” and “Gang- 
busters,” several labor groups set 
up committees to see if their mem- 
bers were being discriminated 
against because of their political 
beliefs. Earlier Mr. Sweets had 
resigned as president of the Ra- 
dio-Television Directors Guild 
rather than sign a non-Communist 
affidavit. At its last convention 
AFRA passed a resolution pledg- 
ing its support to members who 
“as loyal Americans are opposed 
to Communism and have been sub- 
ject to blacklist.” 


a Meanwhile, the Radio Writers 
Guild has lost one of its national 
officers and two members as a 
result of a dispute over a resolu- 
tion pledging its support to the 
U. S. in its Korean war effort. 
James A. Stabile, executive sec- 
retary, resigned after the guild 
council “adopted a_ resolution 
which in my considered judgment 
qualifies the positive and forth- 
right action that the situation 
called for.” 

The resolution asks the Authors 
League of America to set up a 
writers war board fashioned after 
the World War II model but Mr. 
Stabile’s resignation still holds. 
He will, however, continue in of- 
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CAPEHART’S NEW APPROACH—This spread in The Saturday Evening Post on Sept. 
16 will spearhead Capehart-Farnsworth Corp.'s ad campaign for its 1951 line of 
television and phonograph-radio sets. Contrary to the pattern of past Capehart 
advertising, the new campaign will feature large product illustrations. J. M. Mathes 


Inc., New York, 


fice until the National Labor Re- 
lations Board holds an election to 
certify the union as bargaining 
agent for free lance script writers. 


Nation’s Summer 
Vacationists Pick 
California: Gallup 


Los ANGELES, Aug. 31—Accord- 
ing to a recent Gallup poll, Cal- 
ifornia is the No. 1 choice of the 
nation’s summer vacationists. 

Dr. Gallup’s survey asked peo- 
ple where they would like to go 
for a summer vacation; the whole 
world to choose from, cost no ob- 
ject. The place named most often 
was California. Hawaii was sec- 
ond and Florida third. 

This is the second successive 
year that Dr. Gallup’s poll has put 
California in first place for sum- 
mer vacationers. 

Last summer the number of va- 
cationists was 1,507,406, while the 
winter travelers totaled 1,271,576, 
the two giving southern California 
a tourist income for the year of 
$406,748,920. 


= According to the All-Year Club 
of Southern California Ltd., a 
steady 28 years of advertising has 
made California a summer vaca- 
tionland as well as a winter one. 

Before the club was organized 
practically all California’s vaca- 
tioners went there in the winter, 
fleeing from the eastern cold and 
snow. Now the picture has 
changed. 

“If advertising didn’t do the 
job, then what did?” asks Don 
Thomas, managing director of the 
All-Year Club for 23 years. 


Farm & Ranch Publishing 
Names Forbes McKay V. P. 


Forbes McKay has been named 
vice-president of Farm & Ranch 
Publishing Co. He will serve as 

advertising di- 
’ rector of Farm & 
Ranch-Southern 
Agriculturist, 
with headquar- 
ters in Nashville, 
Tenn. Lee Hain- 
line, vice-presi- 
dent, will serve 
as advertising di- 
rector of Hol- 
land’s, with head- 
quarters in Dal- 
las. Lewis Wood, 
vice-president, 
will serve as director of circula- 
tion, in Nashville. 

Effective with the September 
issue, Farm & Ranch-Southern 
Agriculturist will be published in 
three editions—southwestern, up- 
per south and lower south. The 
total circulation guarantee is now 
1,275,000. 


Higgins to Gordon-Marshall 


Alvin L. Higgins has been ap- 
pointed account excutive with 
Gordon-Marshall Inc., St. Louis. 
He formerly was with C. M. Said 
& Associates and prior to that was 
a member of the advertising staff 
of the St. Louis Globe-Democrat. 


Forbes 


McKay 


is the agency. 


Capehart Sets 
Biggest Drive 
for ‘51 Models 


Consumer, Trade Drive 
Runs Through December; 
See $40,000,000 Sales 


Fr. Wayne, INp., Aug. 31—Cape- 
hart-Farnsworth Corp. will back 
its 1951 line of Capehart televi- 
sion and phonograph-radio sets 
with the biggest ad campaign in 
the company’s 2l-year history, 
scheduled to start this month. The 
company expects sales volume of 
its new line to reach $40,000,000 
during 1951. 

The campaign will break with 
a two-color spread in The Satur- 
day Evening Post on Sept. 16, plus 
pages in Collier’s, Life and Look 
during September. The same 
schedule will be repeated in 
December, with single pages sand- 
wiched into the four magazines 
in October and November. Details 
of the drive were revealed at the 
company’s annual sales confer- 
ence here. 

In addition to the four publica- 
tions listed above, Capehart will 
use facing half pages in House 
Beautiful and House & Garden 
during October, November and 
December; facing two-thirds pages 
in Newsweek from September 
through December and in The New 
Yorker in September, October and 
November; and pages in Sunset 
in October, November and Decem- 
ber. 


# In outlining the campaign, S. 
A. Morrow, Capehart director of 
advertising, said that, contrary to 
past policy, forthcoming ads will 
be devoted to large product il- 
lustrations featuring the styling 
and workmanship of Capehart 
cabinets. Some ads will feature 
TV and some phono-radio, he 
added, but to benefit dealers in all 
areas each ad is designed to sell 
both products. 

An extensive trade campaign in 
radio and appliance publications 
will be kicked off with a four-page 
color insert in Retailing Daily on 
Sept. 12. This will be followed 
with the third cover in Retailing 
every Tuesday during 1951. 

The remainder of the trade pro- 
gram scheduled for September will 
consist of color spreads in New 
England Appliance & Radio News, 
Radio & Television Journal, Ra- 
dio & Television Retailing, Radio 
& Television Weekly and Western 
Radio & Appliances. In October a 
b&w spread will be run in Elec- 
trical Merchandising. 


a A new series of newspaper ads, 
keyed to tie in with the national 
advertising theme, will be made 
available to the sales organiza- 
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tion under the company’s coop- 
erative advertising plan. 

In addition to Capehart’s own 
advertising program, International 
Telephone & Telegraph Co., of 
which Capehart is a subsidiary, 
has announced an extensive pro- 
gram to promote the Capehart 
name and products. The IT&T 
drive will run from September 
through December, with two in- 
sertions each in Fortune, National 
Geographic Magazine, The New 
Yorker, New York Herald Tribune 
Edition of This Week Magazine, 
New York Times Magazine and 
U. S. News & World Report. 

Supplementing these advertising 
campaigns will be Capehart’s 
dealer identification program, 
which makes available to dealers 
two outdoor signs, two neon skele- 
ton signs, an etched glass interior 
display, an electric action sign 
and two sets of silk identification 
banners. 


@ Other merchandising tools in- 
clude a four-color line folder, 
which also can be used as a wall 
placard or mailing piece, indivi- 
dual envelope stuffers for each 
product in the line, wholesale and 
retail salesmen’s books and speci- 
fication books. 

The 1951 Capehart line includes 
13 television receivers priced from 
$279.95 to $850 and seven phono- 
graph-radios priced from $229.95 
to $395. 

J. M. Mathes Inc., New York, is 
the Capehart-Farnsworth agency. 


John Patt, WGAR, 
Named President of 


Richards Stations 


Detroit, Sept. 1—John F. Patt, 
vice-president and general manag- 
er of WGAR, Cleveland, has been 
named president of the G. A. 
Richards stations—WJR, Detroit; 
KMPC, Los Angeles; and WGAR. 
A veteran in the broadcasting in- 
dustry, he has been with the com- 
pany for many years. 

Last president of the group was 
Frank E. Mullen, former executive 
vice-president of NBC, who ac- 
cepted the post in mid-1948 and 
resigned it about a year later, Mr. 
Richards, owner of the stations, 
has been the subject of a protract- 
ed investigation by the Federal 
Communications Commission fol- 
lowing charges of news slanting by 
the stations. A hearing on the ap- 
plication for the renewal of KMPC 
will be held in Los Angeles Sept. 
5. 

Worth Kramer, formerly assis- 
tant general manager of WJR, has 
been named general manager of 
that station replacing Harry Wis- 
mer, who resigned. 


WISMER RESIGNATION 
DUE TO POLICY SPLIT 


Detroit, Aug. 31—Harry Wis- 
mer has resigned as vice-president 
and general manager of Station 
WJR and from directorships in 
WJR and WGAR, Cleveland. 

“IT have reached this decision 
after several years of disagreement 
with G. A. Richards, the prin- 
cipal stockholder of WJR and 
owner of WGAR, over policy, op- 
erations and personnel,” Mr. Wis- 
mer said. 

Wismer is sports director of the 
American Broadcasting Co. and 
second largest stockholder of the 
Washington Redskins of the Na- 
tional Football League. 

He became general manager of 
WJR on Dec. 24, 1947. He began 
his radio career at WJR. 

Wismer said he plans to devote 
all his time to broadcasting, tele- 
casting and public relations. 


WEAR to Join ABC Soon 


Station WEAR, Pensacola, Fla., 
owned and operated by Gulfport 
Broadcasting Co., will become an 
American Broadcasting Co. affili- 
ate in the near future. 
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CLIENT 
Forced to 
Establish 
Branches 
Due to KDAL 

COVERAGE 


Says Elmer Tess, 
T & T Party Service— 


“We didn’t have to look 
at the new BMB to know 
that KDAL does an: effec- 
tive selling job far beyond 
Duluth-Superior. BMB 
says you have had a 51% 
increase in daytime fami- 
lies. But | can give you 
some other figures you 
may find equally interest- 
ing. 
“Four years ago when we 
opened our T & T Party 
Service in Sted - 
bought a participation 
oT he Last Word.’ We 
wanted to tell our story in 
Duluth-Superior area. 
“About 18 months ago | 
realized that KDAL cov- 
ered a greater area than | 
could serve out of Duluth. 
So | established “branch 
outlets” . . . throughout 
Northern Minnesota, Wis- 
consin and Upper Michigan 
and used KDAL to adver- 
tise... 
“Results have been just as 
phenomenal out-of-town 
as in Duluth...” 


DULUTH - SUPERIOR 
5000 WATTS , 
ON 610 


of Advertising 


Credit Jewelers 
Told Necessity 


Cuicaco, Aug. 31—More and 
better advertising and public re- 
lations is the general trend in the 
credit jewelry industry, according 
to officials of the National Assn. 
of Credit Jewelers attending their 
annual convention and the Na- 
tional Jewelry Fair at the Stevens 
Hotel here. 

Jewelers and advertising men 
taking part in a symposium on 
“how to sell more jewelry on 
credit” revealed that advertising, 
publicity and public relations are 
essential to a successful credit 
jewelry business. 

Discussing the use of television 
in promoting more trade, Arthur 
M. Holland, president of Malcolm- 
Howard Advertising, Chicago, 
pointed out that television is bas- 
ically “showing the product and 
telling about it,” which is the old 
story of the traveling peddler who 
demonstrated and explained. “This 
is the best selling method,” Mr. 
Holland said, and added that TV 
enables a salesman to demonstrate 
his sales message in 11,000,000 
homes. . 

However, he cautioned that an 
advertiser must spend enough on 
television to give it a chance to 
prove results, and at least 13 
weeks is needed to do this. He 
believes that television can sell 
with seven times the impact of 
other media if it is properly han- 
dled. 


a Wesley Holland, of Holland Inc., 
Chicago credit jeweler, described 
benefits his company has derived 
from its heavy radio advertising 
schedule. Pointing to radio’s great 
value for institutional promotion 
because of the availability of spot 
announcements, he said that his 
own experience has taught him 
that the radio advertiser must 
consistently broadcast his message 
before it can have any effect. 

Both Hollands, who are 
cousins, agreed that newspaper, 
direct mail and point of sale tie- 
ins are necessary for successful 
radio and television campaigns. 

On the subject of direct mail, 
Sidney M. Brownstein, president 
of Brown & Gravenson Advertis- 
ing, New York, told the jewelers 
they can derive great benefits 
from direct mail because of the 
personalized nature of the credit 
jewelry business. 


a “Direct mail is the best, surest, 
most selective and cheapest way 
of reaching accounts,” Mr. Brown- 
stein said. He listed three rules for 
effective direct mail: “(1) Keep 
your message personalized; (2) 
offer your preferred customers 
something special that you do 
not offer the general public, and 
(3) make sure the customer 
knows that this is a special offer 
to preferred customers only.” 

He concluded that “the cheap- 
est circular you can use is the one 
that produces results for you, re- 
gardless of its initial cost. The 
most expensive advertising is the 
kind that falls on its face even if 
it is free of charge.” 

Speaking on the newspaper pan- 
el, William F. Blaha, advertising 
manager of Olsen & Ebann Jewel- 
ry Co., Chicago, said, “Advertising 
plays a vital role in our field. It 
is the most important link in our 
business, and without it the jewel- 
ry industry cannot survive.” 


= Mr. Blaha cited the need for a 
jewelry ad to create the desire to 
possess while making the price 
acceptable, and explained that an 


ad must stress economy, enjoy- 
ment, quality and credit. 


| 


Here's your Employers Mutuals team... 
hes pecfermanss iy axtiatt belpy sveryoie 
from tap crastrre to meters emplurec 


TEAM THEME—Employers Mutual of Wau- 

sau, Wis., switches to this theme of co- 

operation by five specialists, in adver- 

tising workmen’s compensation insurance. 

Ads running in seven magazines are han- 

dled by Hamilton Advertising Agency, 
Chicago. 


Jewelers, Vallejo, Cal., revealed 
that in his own business he had 
found that a two-column news- 
paper color ad pulled far more 
business than a four-column b&w. 

He said that most of the ad- 
vertising done by jewelers today 
is wasted effort and money, be- 
cause they do not use the proper 
form in their copy. “Advertising 
copy should be approached as if 
the jeweler were talking to a cus- 
tomer across the counter in his 
store,” Mr. Meyer explained. 

“Whether we like it or not,” Mr. 
Meyer continued, “our greatest 
competitor is the department store, 
and we jewelers have been re- 
sponsible for driving business to 
them. Getting that business back 
is our big problem.” 


@ Along this same line, in a 
speech to the entire convention, 
Arthur S. Mathews, promotion 
manager of the Jewelry Industry 
Council, told of his organization’s 
publicity and public relations 
work to enable the jewelry field 
to compete against other indus- 
tries for the public’s favor. 

Relating the work being done 
in other industries to build sound 
publicity and public relations pro- 
grams, he emphasized that “unity 
of thought, unity of action and 
unity of promotional effort on the 
part of all branches of an indus- 
try is absolutely essential to its 
continuous good health and prog- 
ress.” 

Mr. Mathews revealed that next 
month the council will stage the 
first of a series of jewelry fash- 
ion clinics for manufacturers in 
Providence, R. I. Other immediate 
plans call for periodic reports on 
jewelry fashions, a report on how 
to combat house-to-house selling, 
a personal jewelry and ring pro- 
motion, a pamphlet on capitaliz- 
ing on store anniversaries and a 
Christmas-gift booklet with jewel- 
ry-store gift suggestions. 

Throughout the convention, the 
Jewelry Industry Council con- 
ducted a public relations and pro- 
motion clinic which advised mem- 
bers on how to solve their indi- 
vidual promotion problems. Con- 
sultants at the clinic were Mr. 
Mathews, Joanna Wittenberg, re- 
tail sales promotion director, and 
Martha Percilla, the council’s fash- 
ion director. 


Servel Appoints Two 


Robert J. Canniff, formerly ad- 
vertising and sales_ promotion 
manager of Servel Inc., Evansville, 
Ind., has been named director of 
advertising and public relations. 
Charles F. Pearson, formerly as- 
sistant sales promotion manager 
of Hotpoint Inc., Chicago, has been 
appointed assistant sales promo- 
tion manager. 


Joins ‘Christia:: Herald’ 


Gregory B. Perkins, formerly 
with Wilson, Haight & Welch Co. 
and Richard & Co., has joined the 
advertising sales staff of the 


Isidore Meyer, head of Meyers 


Christian Herald, New York. 
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Does This World War II Pattern Lie Ahead? 
Wartime Controls, Production Schedules and Related Problems 


Affect Advertisers’ Schedules. 


lishers’ Information Bureau, Show How World War II Affected 
Magazine Advertising Investments of Different Industries. 


The Figures Below, from Pub- 
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Underwood to Introduce New Portable the out 
: nstead, 
New York, Aug. 30—Under-; Further media schedules for proved 
wood Corp. will introduce a new| magazines have not been set. that th 
portable typewriter, named the| Marschalk & Pratt handles} 4, a g 
Finger-Flite Champion, with a| Underwood advertising in this right he 
full page in the Sept. 16 issue of| country. tion wh 
The Saturday Evening Post. Scho- iness p1 
lastic Magazine will also be used| Meier Plans Campaign } For « 
during September to reach stu Joshua Meier Co., New York, | small st 
dents. will launch a national ad cam-_ problen 
_ The new typewriter has an of-| paign this month for V.D.P. Spel- | ___ 
fice-size keyboard and was devel-| Binder, the new name for all —— 


oped at the Underwood General 
Research Laboratory in Hartford, 
Conn. Other improvements include 
“see-set” margins, a key-set tab- 
ulator and rhythm shift. 
Underwood will merchandise the 
machine through 7,000 dealers 
who will conduct local advertising 
campaigns with newspapers and 
point of sale material supplied by 
the company. Some 30 different 
newspaper ads have been pre- 
pared in mat form and will be sent 
to dealers in September. J 


V.D.P. multiple-ring presenta- 
tion books with plastic sheet hold- 
ers. The theme of the ads will be 
“You Can Sell Anything with 
V. D. P. Spel-Binders.” Tie-in win- 
dow displays will appear in sta- 
tionery stores throughout the 
country. 


Names Ned Brydone-Jack 


Practical Home Economics, New 
York, has appointed Ned Bry- 
done-Jack, Los Angeles and San 
Francisco, as Pacific Coast rep- 
resentative. 
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Lc.sser Book Helps 
Small Businesses 
Avoid Big Errors 


New York, Aug. 29—Covering 
ry angle from frauds to fi- 


evi 
nancing, J. K. Lasser, business 
consultant, certified public ac- 


countant and author of “Your In- 
come Tax,” has penned a new 
book aimed at smooth and profit- 
able business operations. 

“How to Run a Small Busi- 
ness” (McGraw-Hill Book Co., 
$3.95), the author declares, is 
“simply a record of notes made 
during extended years advising 
people.” 

Based on the premise that ef- 
fective organization is the most 
important factor in the success of 
any business, Mr. Lasser covers 
building profits, accounting, avoid- 
ing frauds, taxes, credit sales, fi- 
nancing, insurance, buying a busi- 
ness, forms of organization, store, 
plant and office operation and 
wholesaling. 


s Written in a direct, highly read- 
able style, “How to Run a Small 
Business” is in reality a diction- 
ary of good business practices. 
Though not a cure-all, its value 
to the inexperienced is unlimited, 
for it presents in a handy, classi- 
fied order, the mistakes others 
have made—and tells how to 
avoid them. 

There are no _ high-sounding 
economic theories, and none of 
the author’s personal philosophy. 
Instead, there are basic rules, 
proved sound by years of testing, 
that the inexperienced may use 
as a guide toward seeking the 
right help or taking the proper ac- 
tion when confronted with a bus- 
iness problem. 

For example, the owner of a 
small store may be faced with the 
problem of creating an effective 


window display. In using Mr. Las- 
ser’s book he turns to chapter 10: 
“How to operate a store most ef- 
ficiently.” Under the section deal- 
ing with window displays and ad- 
vertising he finds such advice as, 
“Effective use of color is your 
best means of attracting the at- 
tention of passers-by.” 

Another part of the same sec- 
tion advises that advertising can 
help the owner meet competition. 
Some of the rules Mr. Lasser sets 
forth as good advertising policy 
are: 


s “Don’t try to do the job your- 
self. See if you can find an ad- 
vertising agency delighted to work 
with you. 

“Have a fixed advertising al- 
lowance. The amount to spend on 
advertising during the year should 
be determined carefully in ad- 
vance as a definite percentage of 
net sales. 

“Consistent advertising brings 
the best results. For this reason 
the merchant will do well to 
spread his advertising over the 
entire year.” 

Mr. Lasser also suggests spread- 
ing the advertising through var- 
ious media such as newspapers 
and shopping papers, direct mail 
and spot radio announcements. 


Layrite Concrete Names 3 


Gayle Duton has been appointed 
sales manager of Layrite Concrete 
Products, Spokane, Wash. Jack 
Abrams has been named salesman 
in charge of dealers, and Jim 
Breen has been appointed in 
charge of city sales and engineers. 


Allen Names Arndt Agency 


S. L. Allen & Co., Philadelphia, 
manufacturer of Planet Jr. farm 
equipment and Flexible Flyer 
sleds and skis, has placed its ad- 
vertising with John Falkner Arndt 
& Co., Philadelphia agency. 


ARE HOME 
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pany 199,015 


Of the TOTAL TRIBUNE 
DAILY AND SUNDAY 
CIRCULATION 


4 OUT OF 5 


. . the most effective and most 
productive circulation you can buy. 
Naturally, when selling 
Metropolitan Oakland, 3rd market 
on the Pacific Coast, advertising 
men turn to the Oakland Tribune. 


Largest home delivered circulation 
in Northern California. 


TOTAL NET PAID CIRCULATION 


A.B.C. Publisher's Statement, March 31, 1950 
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TRE ROTO. 10 CORD ORL TED PREDS. Cmreeee BANK ET BOW FOREIGe SEaTICE 


DELIVERED 
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CRESMER & WOODWARD, INC. 
Representatives Including Sunday Magazine 


Magic of a Name.... 


A CHILD Is BORN AND HE IS NAMED. 

And by this name he is thereafter known. The excellence of his present, 

the promise of his future—these and more are recorded against that parent-given name. 
He, and no other, answers to and for the record of his name. 

We designate but to set apart, to isolate and so identify. Thus, a rock is named Gibraltar, 
a river named the Seine. A state is called Ohio, a city Montreal. 

This naming is a thing of pride, a try for individuality. 

It recognizes only one of many people, places, things. 

It makes man an entity, and to the things he makes it brings identity. 

Through history the craftsman has given name to what his hand and brain produce. 

In doing so he has established ownership and quality for the result of his labor. 

But when one product is the first, which then goes on to lead within its given field of industry, 


there is the chance its name may be misused. 


Imitation is the sincerest flattery. Yet, adoption of another’s product name 


is not to equal what there is recorded in its favor. 


Nor is it possible in doing so to take this personality, high quality and those other parts 


which gain this place of prominence. 
And so it is with the Deepfreeze Home Freezer, 


for this product is the first, the able, the copied but unequalled. 


Only the products of the Deepfreeze Appliance Division, Motor Products Corporation, North Chicago, Minois, 
Home Freezers, Refrigerators, Electric Ranges, Electric Water Heaters, can carry our trademark 


Registered in the United States Patent Office. 


DEEPFREEZE PUSHES TRADEMARK—Deepfreeze Appliance Division, Motor Products 
Corp., North Chicago, will run this page ad in the September issue of Fortune, 
an October issue of Time, and in the Chicago Journal of Commerce and the Wall 
Street Journal during September and October. LeVally Inc., Chicago, is the agency. 


Deeplreeze 


National TV Test 
for New Products 
Available at $300 


CuLver City, CaAu., Aug. 30—For 
$300 a manufacturer can have his 
product tested on television on a 
national basis. 

According to H. R. Martin & 
Sons, a manufacturer submits his 
product, which is field tested 
through the use of a film demon- 
strating uses of the product. If 
preliminary tests prove successful, 
it is then put on a national basis. 
Martin’s commission for handling 
the operation is 50% of the retail 
price. 

The manufacturer has to handle 
production of items as required, 
handle all shipping orders, un- 
conditionally guarantee his prod- 
uct, collect and pay taxes, and 
grant a one year exclusive to H. R. 
Martin & Sons. 


ws To assure only good items, a 
preliminary acceptance program is 
run on the product to be sold by 
submitting it to a thorough exam- 
ination. The product is checked for 
efficiency, reliability and durabil- 
ity and is analyzed for sales appeal, 
utility and price from a merchan- 
dising point of view. 

In this acceptance program, the 
advertising agency prepares a 
preliminary treatment to deter- 
mine acceptance to TV presenta- 
tion. If the product is accepted, it 
is then field tested. 

A sound motion picture is used 
because it permits larger coverage 
of the uses of the item in a shorter 
period of time, insuring uniform 
presentation throughout the na- 
tional campaign. 

As the company handles produc- 
tion itself, cost of 16mm sound 
film is materially reduced. Martin 
pays all costs over the first $300. 


Jam Handy Names Lowther 


Malcolm Lowther, formerly a 
project supervisor with the slide- 
film department of Jam Handy 
Organization, Detroit, has joined 
the organization’s service offices. 


Vail Joins Paper Plate Assn. 


Ben Vail, formerly editor of 
Food Topics, has been named to 
direct the newly established mar- 
ket research division of the Paper 
Plate Assn., New York. 


Gerber Promotes Baker 


Kenneth Baker, who has been 
with Gerber Products Co., Fre- 
mont, Mich., for more than 27 
years, has been appointed adver- 
tising manager. For the past six 
months he has been acting adver- 
tising manager, following the res- 


ignation of Carl Wilkins. 
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Curtis Study Shows 
Tourist Promotion 
Above $10,000,000 


PHILADELPHIA, Aug. 30—States 
and cities are spending more than 
$10,000,000 this year on promo- 
tion and advertising in order to 
attract tourists and to promote in- 
dustry and agriculture, according 
to the fourth annual survey made 
by the research department of 
Curtis Publishing Co. and released 
last week. 

The survey indicates that 287 
city, state and area groups are 
spending $10,048,391 this year, ex- 
clusive of administrative and over- 
head expenses. 

The recent Curtis survey on va- 
cationers disclosed that U. S. fam- 
ilies took more than 43,000,000 va- 
cation trips in 1949. Of these, 
about 2,000,000 were in areas out- 
side of the country. 

Here is the way some of the 
communities and areas break 
down in expenditures for adver- 
tising and promotion in order to 
meet competition: Florida topped 
them all with $1,320,000; Cal- 
ifornia, $1,202,000; Washington 
(including the state apple pro- 
motion), $816,000; New York, 
$531,000; Hawaii, $475,000; New 
Jersey, $381,000; Pennsylvania, 
$349,000; North Carolina, $345,- 
000; Massachusetts, $349,000; Mich- 
igan, $321,000; and New Mexico, 
$313,000. 


Hearn Picks Ammirati 


Hearn Department Stores, New 
York, has appointed Carlo Am- 
mirati, formerly a free-lance art- 
ist, as art director of the adver- 
tising department. Mr. Ammirati 
was previously with Interstate 
oe plammmaaes Stores and Gimbel 

ros. 
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Hooper vs. Pulse 
Test Committee 
Plans to Expand 


Other Evaluators May 
Be Asked to Participate 
in Controversial Test 


New York, Sept. 1—What started 
out to be a test of Hooper vs. Pulse 
ratings in the San Francisco-Oak- 
land area has now broadened into 
a proposed evaluation of all meth- 
ods being used to measure radio’s 
audience. 

The special committee set up by 
Station KJBS, San _ Francisco, 
which made the original proposal 
calling for a test of Hooper and 
Pulse findings, with a house-to- 
house coincidental survey as yard- 
stick, decided this week in favor of 
a wider appraisal covering all 
measurement techniques. The com- 
mittee will meet again Sept. 15 to 
implement the over-all study. 

“In spite of the acceptance by 
Roslow and Hooper of the test sur- 
vey conditions as originally stated, 
the committee unanimously agreed 
that the test as originally proposed 
would be inadequate to satisfy the 
needs of the San Francisco-Oak- 
land area or the broader interests 
of the industry,” the release cov- 
ering the meeting stated. 

(Ed. note: Both Mr. Hooper and 
Dr. Roslow accepted the challenge 
of Stanley G. Breyer, commercial 
manager of KJBS, to test the accu- 
racy of their findings in the San 
Francisco-Oakland area against a 
house-to-house coincidental sur- 
vey with a random sample. In each 
case, however, acceptance hinged 
on certain stipulations.) 


a “The committee agreed that in- 
stead of setting up any one service, 
method, area or time as a standard, 
the scope of the test operation 
should be broadened to include an 
appraisal of the methods of pro- 
ducing local audience-size meas- 
urements,” it was stated. 

The survey’s primary concern 
will be with the methods most fre- 
quently used to weigh broadcast 
program popularity, that is: tele- 
phone coincidental, diary, roster- 
recall, house-to-house coincidental 
and electronic meters. But other 


methods now in use also are to be 
covered. 

Although the researchers were 
very diplomatic in their treatment 
of Mr. Breyer of KJBS, it was un- 
derstood that they felt that as a 
layman he was not qualified to 
specify the provisions for this sort 
of a scientific test. They did, how- 
ever, take note of the fact that he 
is the man responsible for setting 
the wheels of the pioneering ven- 
ture in progress. 


s In a resolution the committee 
stated that “Mr. Breyer of KJBS 
has made an important contribu- 
tion by crystallizing industry opin- 
ion concerning the need for an 
evaluation of radio audience meas- 
urements.” 

Early in the session the group, 
after studying special tabulations 
presented by Mr. Hooper and Dr. 
Roslow, decided against the prac- 
ticability of testing their methods 
against a house-to-house coinci- 
dental study. These tabulations 
were necessary for a comparison of 
the Hooper and Pulse samples, 
since the latter covers more coun- 
ties than the former. 

These tabulations confirmed the 
committee’s feeling that “difference 
between the measurement supplied 
by these two organizations re- 
mained, even when the two meas- 
urements are restricted to tele- 
phone homes in identical areas. 
The differences are consistent in 
direction. It was concluded that 
these differences, when they oc- 
curred in identical areas with com- 
parable samples, must therefore 
be attributable to differences in 
method. Influence of the methods 
in producing the differences is be- 
ing studied further by the com- 
mittee.” 


a Dr. Kenneth Baker, research di- 
rector, National Assn. of Broad- 
casters, who heads the committee, 
is enthusiastic about the possi- 
bilities of such an unprecedented 
study. 

But he pointed out that such a 
project will not be an inexpensive 
one. The committee may seek to 
obtain funds from a number of 
sources—advertisers and agencies, 
as well as broadcasters. 

The present eight-man commit- 
tee suggested that two additional 
broadcasting representatives should 
be added to its rank. It also will 
ask representatives of the various 
rating companies whose work is 


the object of the study to accept 


a great news services...outstanding 
sports and financial coverage...17 of America’s 
most popular comics...9 local and 23 top-flight 


gitorial 
: itality 


syndicated features including Walter 
Lippmann, Bugs Baer, Drew Pearson, 
Eleanor Roosevelt, Alice Hughes, 


Susan Parker, Hedda Hopper, 
Victor Riesel, Ed Sullivan, 
Joseph and Stewart Alsop 
and many others... give the 
Courier-Express an editorial 


vitality which has made it Buffalo’s best liked 
and best read newspaper. 


It Gets Results 
BECAUSE 


an observer status. Mr. Hooper and 
Dr. Roslow, members of the com- 
mittee as set up by KJBS, will re- 
vert to an observer status. 

The two researchers heartily 
endorsed the latest development. 
“Now we may ultimately get an 
answer to the real fundamental 
questions which nobody before has 
had the courage to look into,” Dr. 
Roslow said. 


s “It is significant that the com- 
mittee cleared up one point, affirm- 
ing a contention we have always 
made,” Mr. Hooper said. “It points 
out that the difference between 
Pulse ratings and Hooper ratings 
are occasioned by something fun- 
damental in the method rather 
than by the population sample.” 

As a result of the now broadened 
approach to the controversy over 
whose ratings are best, if not en- 
tirely right, A. C. Nielsen and Ray- 
mond Sindlinger, both of whom 
have expressed a desire to partici- 
pate in one way or another in the 
test, will have an opportunity to 
do so. 

(Ed. note: Because of the inter- 
est—as well as the skepticism— 
aroused in the radio field, AA 
earlier had checked researchers 
and discovered that they held 
mixed views concerning the San 
Francisco test.) 


ws Archibald Crossley, head of his 
own research company, told AA he 
was inclined to disagree with the 
study’s basic assumption — that 
house-to-house coincidental would 
yield the “ultimate and true an- 
swers.” 

“Before accepting the house-to- 
house coincidental as a yardstick 
for the other two techniques, it 
would seem to me to be necessary 
to prove that house-to-house co- 
incidental is the correct criterion. 
Establishing this fact would be no 
easy matter; it would require a 
great deal of time, thought and 
money,” he said. 

Further, the matter of technique 
for arriving at a comparison of 
telephone coincidental and aided 
recall findings is extremely diffi- 
cult, the veteran researcher sug- 
gested, adding: 

“It is quite possible that two en- 
tirely different methods may each 
be right for its own specific pur- 
poses. To make a direct comparison 
and say that one is right and the 
other wrong is somewhat like say- 
ing a peach is wrong and a pear is 
right.” 


es Another leading researcher fears 
that the San Francisco-Oakland 


test “isn’t going to prove very|™ 


much” as long as the normal 
Hooper and Pulse sample—‘“small 
in each case,” he said—is used. He 
favors a comparison of the rating 
services, but believes the sample 
must be large enough—1,200 to 
1,500—to reduce the range of sta- 
tistical error. 

Edward Battey, vice-president 
and director of research, Compton 
Advertising, also emphasized the 
importance of obtaining a “nearly 
perfect sample” for the yardstick 
survey. He suggested the likelihood 
that Hooper may be proved right 
in some instances and Pulse in 
others. 

On the other hand, many re- 
searchers applauded this pioneer- 
ing move to throw light on broad- 
casting’s confused rating picture. 
Charles A. Pooler, vice-president 
in charge of research at Benton & 
Bowles, and Sherwood Dodge, vice- 
president in charge of media and 
research, Foote, Cone & Belding, 
view the test as an intelligent ap- 
proach to a very real problem. 


s Alfred Politz, who has made 
many studies for the radio indus- 
try, called this a “very reasonable 
proposition.” He, like Mr. Dodge, 
endorsed the house-to-house co- 
incidental, with probability sample, 
as an acceptable yardstick. 


Mr. Politz did, however, call at- 
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1951 Kaiser... America’s newest 2-door 


_ See Your Kaiser-Frazer Dealer 


PROMOTES TWO-DOOR—Kaiser-Frazer Corp.’s new two-door Kaiser, first body 

style ‘other than four-door models to be made by the company, is appearing on 

outdoor posters across the country. A club coupe and two and four-door utility 
models are next in line. 


tention to a potential pitfall. He 
suggested that interviewers must 
do more than ask the listener what 
program he is listening to; they 
must check the radio personally. 
It seems the program, which is on, 
and the program which the inter- 
viewer thinks is on, are not always 
the same. 


BREYER STILL THINKS 
INITIAL IDEA IS SOUND 


San Francisco, Sept. 1—-Stanley 
G. Breyer, commercial manager of 
KJBS, reacted to the research 
committee’s discussion of the con- 
troversy with this telephoned 
statement to ADVERTISING AGE: 

“Of tremendous importance is 
the conclusion reached and an- 
nounced that the difference in the 
Hooper telephone coincidental as 
compared to the Roslow aided-re- 
call is due to the method, not 
kind of families nor areas sur- 
veyed. That is a major contribu- 
tion. The margin of confusion has 
been narrowed... 

“Before taking the broader per- 
spective that we all hope the com- 
mittee will take, I think we should 
put first things first. The No. 1 
problem (and the basis on which 
the committee members were in- 
vited to serve) was that, on the 
local non-network level, confusion 
exists in the conflicting reports 
produced by Hooper and Pulse. 


ws “Step No. 2, which Hooper and 
Pulse both present in their pre- 
pared sales talks...is the corre- 
lation between aided-recall vs. 
house-to-house coincidental, and 
telephone coincidental vs. house- 
to-house coincidental. It was this 
comparison which they both not 
only accepted as a basis for the 
showdown, but agreed to finance. 


“We all know that such a sur- 
vey will not give all the answers. 
The question of total audience 
may still be of concern. But... we 
want to know the answer to the 
following question: 

“Are the wide discrepancies be- 
tween a Hooper and a Pulse rat- 
ing due to the inability of aided- 
recall or telephone coincidental to 
accurately reflect what is going on 
in the home?... 


ws “I respectfully remind the com- 
mittee that spot and local radio 
dollars are being spent—or mis- 
spent—because of recall coinciden- 
tal differences, not because of any 
of the various other methods em- 
ployed in radio research. We need 
clarification on this level at the 
earliest possible date. 

“In San Francisco and elsewhere 
we need the answer to the ques- 
tion: ‘Does a Hooper or a Pulse 
rating more accurately reflect 
what they both portend to do?’ 
Pulse and Hooper definitions of 
ratings are clear and similar—‘the 
per cent of homes listening to the 
radio.’ The problem facing time 
buyers today is which rating, if 
either, can be relied upon. 

“After this question is resolved, 
then let us put the spotlight not 
only on the various methods of 
audience measurement, but per- 
haps on the various survey or- 
ganizations as well.” 


Detzoit-Michigan Continues 

Fall advertising in national con- 
sumer magazines for Detroit Jewel 
and Garland gas ranges will con- 
tinue through November, accord- 
ing to Lee Clancy, director of sales 
for Detroit-Michigan Stove Co. 
The campaign broke with two-col- 
or pages in August and 24-sheet 
posters are being used in many 
cities in September. 


QUALITY REPRODUCTION IN... 


‘COLOR 
PROCESS 


by SEEING IS BELIEVING. Let us show you proofs of the 
finest process color plates, produced regularly for the lead- 
ing advertising agencies, that have appeared in national 

{ publications. You are always assured of faithful repro- 

i duction by highly skilled craftsmen whenever you use 
3 FAITHORN. This is an important part of FAITHORN Com- 
“4 plete 3-in-1 Service — Ad-setting, Engraving and Printing 
oe: 


—all under ONE roof. ONE contact and ONE order—a 


definite saving of your TIME, TROUBLE and MONEY. 
PHONE Whitehall 4-2300 
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N3C Considering 
Multi-Sponsor Type 
of Fall Programming 


New York, Sept. 1—National 
Broadcasting Co. this week was 
canvassing agencies with a pet 
project which it hopes will take 
sorne time and talent off the net- 
work’s hands. 

in the rumor stage for some 
time and still unconfirmed offi- 
cially, the plan reportedly calls 
for participating sponsorship by 
several advertisers of a number 
of shows. In other words, instead 
of offering an advertiser a single 
program, he is offered announce- 
ments on several different top 
shows. 

Among the broadcasts reported- 
ly involved in this experiment is 
the new Sunday night all-star 
package, which is to bow in mid- 
October in the 6:30 to 8 p.m., EST, 
time spot. In this 90-minute show, 
NBC’s best entertainers will take 
turn about furnishing the opposi- 
tion to Jack Benny and the rest 
of CBS’ Sunday night comedy line- 
up. A name comedian will emcee. 


a Other programs included in the 
plan: “Duffy’s Tavern,” “Screen 
Director’s Playhouse,” and Phil 
Harris and Alice Faye, all of 
which are without sponsors for 
the fall season. 

NBC’s asking price is approx- 
imately $1,000,000 annually for 
five or six spots a week—one daily 
on the advertiser’s choice of the 
shows included in the project. 


MITCHELL MOON 

Cuicaco, Aug. 28—Mitchell 
Moon, 57, senior writer on the 
staff of Reincke, Meyer & Finn, 
died of a heart attack at his home 
here last night. Before joining the 
Reincke agency Mr. Moon was 
associated with Geyer Co., Day- 
ton; Cramer-Krasselt Co., Mil- 
waukee; Ross Roy Inc., Detroit; 
and the Kelvinator Division of 
Nash-Kelvinator Corp., Detroit. 


GREGORY STARBUCK 


POUGHKEEPSIE, N. Y., Aug. 30— 
Gregory Harte Starbuck, former 
president of National Industrial 
Advertisers Assn., died here Aug. 
17. In 1937 he resigned as division 
manager in charge of institutional 
sales promotion for General Elec- 
tric Co., Schenectady. 


C. L. GROSJEAN 


ABINGTON, Pa., Aug. 28—Charles 
L. Grosjean, retired president of 
Premium Service Co. of New York, 
a division of Curtis Publishing Co., 
died here yesterday in Memorial 
Hospital. He spent virtually all of 
his business life with the Curtis 
organization and was president of 
the premium division from 1941 to 
1943, when he retired. 


HARRY R. CORBIN 


SARANAC LAKE, N. Y., Aug. 31— 
Harry R. Corbin, 60, owner of the 
Corbin Direct Mail & Advertising 
Service, died Aug. 25 in his home 
here. 


S & M Appoints Kurie 

Sherman & Marquette, New 
York, has appointed John F. Kurie, 
formerly vice-president in charge 
of media and research for the 
Assn. of National Advertisers, as 
director of research. He also had 
been vice-president in charge of 
advertising for M&M Ltd., direc- 
tor of research for Look, and a 
specialist in market economics 
with Econometrics Institute. Mr. 
Kurie succeeds Samuel Gill, who 
has joined Carl S. Brown Co. 


]WT Appoints Forshew 


John H. Forshew has been ap- 
pointed account executive of J. 
Walter Thompson Co. to handle 
the account of the Florida Citrus 
Commission in Lakeland, Fla. He 
will work with Dawson Newton, 
the commission’s advertising man- 
ager. 
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Last Minute News Flashes 


Standard Brands Extends Label Offer 


New York, Sept. 1—Standard Brands will use newspapers to ex- 
tend its free offer for instant Chase & Sanborn coffee with labels 
from any other brand. Currently in New England markets and Wash- 
ington, D. C., the campaign will be spread market by market. The 
offer is similar to that used successfully for instant Tender Leaf tea in 
seven marketing areas from Maine to Florida in June (AA, May 8). 
Compton Advertising is the agency. 


Ryan Leaves JWT for Fulltime Rystan Job 


New York, Sept. 1—O’Neill Ryan Jr. is resigning as vice-president 
and director of J. Walter Thompson Co. this month to devote all of his 
time to the Rystan Co., manufacturer of therapeutic drugs, of which 
he is president and director. Mr. Ryan joined J. Walter Thompson 
Co. in 1932. 


‘BJ’ Kidd Resigns As V. P. of Lewis & Gilman 


PHILADELPHIA, Sept. 1—Elizabeth J. “BJ” Kidd, vice-president of 
Lewis & Gilman Inc., has resigned effective Sept. 1. Mrs. Kidd has 
not announced her future plans. 


National Carbon Expands Spot Radio for Prestone 


New York, Sept. 1—National Carbon Division of Union Carbide & 
Carbon Corp., which last year ran a limited spot radio campaign for 
Prestone anti-freeze, this fall will run radio announcements on 171 
stations in 166 cities. The drive, scheduled concurrently with an even 
more extensive newspaper push, will be timed to break as cold 
weather nears. William Esty Co. is the agency. 


Arnold Bakers Sponsors ‘Life Begins’ TV Show 


New York, Sept. 1—Arnold Bakers Inc., Port Chester, N. Y., will 
sponsor “Life Begins at 80” over ABC-TV starting Oct. 4, through 
Benton & Bowles. This is the second network telecast for the com- 
pany, which airs the “Robert Q. Lewis Show” on CBS-TV. 


Brown Equipment Appoints Walter Weir 

New York, Sept. 1—Brown Equipment & Mfg. Co. has appointed 
Walter Weir Inc. to handle advertising of Brown tractors and trailers. 
No media plans have been announced. J. N. Robert Inc. previously 
handled the account. 


Schaefer to Buy Boveewyck: Other Late News 


e Purchase of Beverwyck Breweries Inc., Albany, will probably be 
announced by F. & M. Schaefer Brewing Co., Brooklyn, in three or 
four weeks, The move would give Schaefer distribution in New Eng- 
land, western New York and part of Pennsylvania. Unconfirmed re- 
ports had it that Schaefer would scrap Beverwyck’s Golden Dry beer 
and Irish Cream ale labels. The Brooklyn brewer, which last year 
produced 1,922,124 barrels, puts out Golden and Pale Dry beer. Bever- 
wyck sold 650,000 barrels in 1949. Schaefer is represented by Batten, 
Barton, Durstine & Osborn and Beverwyck by McCann-Erickson, 


e J. Muller, trade counselor of McGraw-Hill International Corp. 
and secretary-treasurer of the Machinery & Metals Export Club, has 
been appointed field counselor to small business men in the New 
York area by the Economic Cooperation Administration. 


e Sterling Drug, New York, will sponsor John B. Kennedy in a 
Monday through Thursday five-minute newscast starting Sept. 18 
over ABC for Molle shaving cream. Dancer-Fitzgerald-Sample is the 
agency. 


e Ready to Wear Scout, New York, garment industry bi-weekly, will 
change its name to Ready to Wear with its Sept. 14 issue. Format and 
policies will remain unchanged, F. L. Betterrnan, editor and publisher, 
said. 


e Dr. Matthew A. Kelly has resigned as professor of economics at 
Princeton University to become industrial relations director and sec- 
retary of the union employers section of the Printing Industry of 
America. He will assume his new duties in Washington, D. C., Sept. 
15. During the war he was a specialist officer in the industrial relations 
section of the Navy, and following the war was U. S. representative on 
the Allied Control Council for Germany. 


e Billings on Colgate-Palmolive-Peet Co.’s new “Comedy Theater,” 
which starts Sept. 10 over NBC-TV, will be shared by Ted Bates & Co. 
and Sherman & Marquette. The $50,000 hour-long show, alternately 
starring Fred Allen, Eddie Cantor and other leading entertainers, will 
be televised three times monthly by Colgate. Featured products will 
be Palmolive soap, Colgate’s dental cream, Halo shampoo and Ajax 
cleanser. 


e James M. Gaines, director of owned and operated stations, has been 
named a vice-president of National Broadcasting Co., New York. With 
the network since 1942, Mr. Gaines, who at 39 is its youngest v.p., 
has been director of owned and operated stations—including radio and 
video—since 1947. 


e J. N. Cooke, vice-president in charge of the Cummer Co. division, 
Brattleboro, Vt., has Seen named marketing coordinator of Sterling 
Drug Inc., with offices in New York. Mr. Cooke will also act as chair- 
man of Sterling’s marketing committee. 


e Jay & Graham Research Inc., Chicago, has announced that it will 
offer nationwide Videodex ratings each month covering the 62 tele- 
vision markets. August figures for the 62 markets will be released soon. 
e Motorola Inc., Chicago, will run a major newspaper campaign de- 
signed to clear up some of the television problems confronting the 
public. The drive, which breaks Sept. 5 in newspapers throughout 
the country for the company’s video sets, will seek to answer such 
puzzlers as TV’s effects on children, eyesight and education. Warwick 
& Legler is the agency. 


Selector Appoints Yezbak 
Selector Corp., Cleveland, has 
appointed the newly organized 
John Yezbak Co., Cleveland, to 
handle national advertising for 


Selector’s new plastic garment | 


hanger. Newspapers, direct mail, 
magazines and trade publications 
will be used 


Carl Wilkins Joins Agency 

Carl Wilkins has joined Rhoades 
& Davis Advertising, San Fran- 
cisco, as vice-president in charge 
of food sales promotion and mer- 
chandising. He formerly was ad- 
vertising and sales promotion 
manager of Gerber Products Co., 
Fremont, Mich. 


CBS Gets Nod on 
- TV Color; Delay 
Final Decision 


(Continued from Page 1) 
cision. 

In the meantime, the status quo 
continues. There will be no color 
television, and no lifting of the 
freeze on station allocations. 

But the decision as to color 
television moved notably closer. If 
the television set manufacturers 
do not agree by Sept. 29 to start 
producing sets which will be able 
to receive CBS color in black and 
white, the FCC said it will order 
the adoption of the CBS color sys- 
tem at once. 


= If manufacturers do agree to 
make sets which will prevent buy- 
ers from being left out on a limb 
with non-compatible sets, then the 
FCC will hold off final decision 
on color TV until Jan. 5, 1951, to 
give the industry an opportunity 
to come up with a better color sys- 
tem than that developed by CBS. 

The report had nothing but 
praise for the CBS system, prac- 
tically the sole reason advanced 
for delaying a green light on it be- 
ing that at present it is not avail- 
able in larger than 12” size. As a 
result, the FCC hedged on full ap- 
proval, in the hope that a direct 
view tube can be developed which 
will provide a color image larger 
than the present 12” maximum. 

The color systems presented by 
RCA and Color Television Inc. 
were accorded short shrift by the 
commissioners, who made it plain 
that they considered neither satis- 
factory, and that the CBS system 
was considered completely satis- 
factory, except for the problem of 
size limitation. 


s FCC said the industry can have 
until Jan. 5, 1951 (a remarkably 
short time) for further research 
into the color problem if it will 
agree to an FCC-devised plan to 
protect future set buyers from 
black and white sets which would 
become unusable in the event the 
CBS system is finally adopted. 

To get this additional time, ma- 
jor industry members must in- 
dicate by Sept. 29 that their fu- 
ture sets will be capable of re- 
ceiving existing black and white 
or CBS color in black and white. 
Pointedly, the commission said 
that it considered the Radio Man- 
ufacturers Assn., RCA, DuMont, 
Philco and GE as “parties” to the 
decision, since all had participated 
in the hearings, and indicated that 
“industry acceptance” of the FCC 
plan meant acceptance by those 
specifically mentioned. 

The manufacturers have here- 
tofore unanimously insisted that 
it is impossible to build sets which 
would meet the requirements. 

Commissioner Robert Jones dis- 
sented from the majority FCC 
opinion by advocating immediate 
adoption of the CBS _ system. 
Everything the commission major- 
ity says, he maintained, proves 
that there is no excuse for holding 
up color any longer, and CBS 
should be given a go-ahead signal 
at once, 


a In the meantime, the FCC will 
begin hearings Oct. 2 on the next 
phase of the allocation problem— 
the use of the ultra high frequency 
band. Later it will go into the 
specifics of assigning 42 new 


channels in this band, so that it 
will be well after the first of the | 
year, and probably well into next) 
year, before the existing freeze on 
TV channel allocations will actual- | 
ly be removed. 


s The announcement on color | 
television came 23 months after the 
commission suspended all proc- 
essing of TV applications in order 


to reexamine the system of sta- 
tion assignments rushed through 
at the end of World War II. 

From the time the freeze was 
announced Sept. 30, 1948, until 
late spring of the following year, 
FCC and industry technicians 
searched for answers to a number 
of technical problems which ap- 
peared as the number of TV sta- 
tions and sets increased. 

In July, 1949, FCC said it want- 
ed to increase the number of miles 
separating stations using the same 
or adjoining channels. At the same 
time, FCC said it was considering 
a plan to open up 42 TV chan- 
nels in the ultra high frequency 
band. 


ws The color proposals were given 
priority last summer after Sen. 
Edwin C. Johnson (D. Colo.), 
chairman of the Senate’s inter- 
state commerce committee, charg- 
ed that color TV might have to be 
postponed indefinitely unless 
FCC’s new allocation plan was 
sufficiently flexible to “house” 
color. 

When the TV hearings opened 
Sept. 26, 1949, FCC agreed that 
it should obtain full information 
about the characteristics of color 
TV before adopting any alloca- 
tion plan. FCC’s action today is 
based on nearly nine months of 
color hearings, which resulted in 
a 10,000-page record. 

Initially, the only color propo- 
nent was CBS. On the eve of the 
hearing, RCA announced that it 
had a color system which appeared 
to have several important advan- 
tages. Later a third candidate, 
Color Television Inc., San Francis- 
co, submitted what was advanced 
as the least complex system of all. 


= In a competitive test in Decem- 
ber, CBS easily out-performed its 
competitors. But on April 6, 1950, 
RCA dramatically unveiled a di- 
rect view tri-color tube which re- 
sulted in simplified apparatus, and 
improved pictures. The third sys- 
tem was unsatisfactory throughout 
the proceedings. 

The most stubborn problem 
facing the commission during the 
hearings was “compatibility”—the 
amount of protection to be afford- 
ed present set owners. Radio 
manufacturers were almost unan- 
imous in supporting the RCA 
system because its color pictures 
could be received on existing 
black and white sets in black and 
white without any adjustments. 

Industry witnesses contended 
that this form of “compatibility” 
was essential if color was to be 
introduced without bankrupting 
manufacturers and broadcasters. 


ws While the color pictures from 
the CBS system could not be re- 
ceived on existing sets without 
changes, CBS testified that adapt- 
ors could be installed in existing 
sets for about $15. CBS stressed 
the fact that many existing sets— 
most of the sets with screens 12” 
or less—could be converted to 
CBS color for a nominal cost. 
RCA was not able to demonstrate 
any equipment for converting ex- 
isting sets to RCA color. 

Since the hearings closed early 
in June, FCC and its staff worked 
almost without interruption to 
reach a color decision. Staff mem- 
bers studied the record late into 
the night, and the commission it- 
self met behind closed doors sev- 
eral days each week. 

Until the very end, there was no 
hint of the commission’s thinking, 
though early this week word be- 
gan circulating that the nod would 
not go to either RCA or CTI. 


BotA Promotes Kresge 


Robert Kresge, member of the 
|research staff of the Bureau of 
| Advertising, American Newspaper 
Publishers Assn., has been pro- 
moted to account executive on the 
bureau’s national sales staff in 
New York. 
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Along the Media Path 


@ The New York Times will start| contains special editorial features 


running a daily crossword puzzle 
shortly after Labor Day. This is 
the first time such an editorial 
feature has appeared in the Times 
since its founding in 1851. 


e The Chicago Tribune’s latest 
atomic bomb shelter plans call 
for movement of employes and 
tenants in Tribune Tower tc the 
60,000 square foot sub-basement 
reel room along carefully charted 
routes, in case of A-bomb attack, 
John W. Park, chairman of the 
paper’s atomic refuge committee, 
has announced. 


e@ Business Week has issued the 
first in a series of promotion pieces 
dealing with case histories of in- 
dustrial purchasing transactions. 
The folder shows how many dif- 
ferent top management men have 
a hand in making industrial pur- 
chasing decisions. 


e Wallaces’ Farmer & Iowa Home- 
stead has issued a 22-page report 
on a “Crop and Insect Spraying 
Survey” conducted by mail among 
the publication’s Iowa farm sub- 
scribers. The survey covers present 
and planned ownership of power 
sprayers, what chemicals are used, 
and what spraying plans are for 
the remainder of 1950. 


e Grit Publishing Co., Williams- 
port, Pa., has released its 15th 
annual “Consumer Analysis of 
Small Town America,” containing 
the brand preferences and buying 
habits of some 23,898 Grit readers. 


e Ahrens Publishing Co. has used 
comic strip type ads to announce 
publication of a new magazine, 
Institutional Food Wholesaler, 
scheduled to start publication 
January, 1951. One-time ad rates 
will be $250 per b&w page, based 
on a circulation guarantee of 7,- 
500 copies. 


@ Women’s Wear Daily published 
a special 64-page section with its 
Aug. 15 issue, called “Fifty Years 
of Women’s Fashion Industries.” 
The section traces the growth of 
the industries, gives detailed his- 
tories of the coat and suit, dress 
and sportswear industries, and 


| 


depicting changes in modes and 
manners from 1900 to 1950. 

The high points of fashion de- 
velopments in Paris are reviewed 
from the days when Paris designed 
with European royalty in mind, 
through the changes brought on 
by increased American trade. 
Other stories in the section tell of 
the part that merchandising, ad- 
vertising and salesmanship have 
played in the growth of the wo- 
men’s fashion industries. 


e Radio station WSM, Nashville, 
held a five-day “Television Car- 
nival” from, Aug. 13 to 17, at- 
tracting 100,000 visitors, to pro- 
mote WSM-TV. The new TV sta- 
tion is scheduled to start opera- 
tion late in September. As an ad- 
ded promotion, the Nashville 
Tennessean published a 64-page 
special television section on Sun- 
day, Aug. 13. 


e Sports Afield has added Pete 
Brown, formerly with the National 
Rifle Assn., to its staff as an asso- 
ciate editor specializing in the 
arms field. 


e@ “What to Say Today in Your 
Home Furnishings Business Paper 
Advertising” is the title of a book- 
let prepared by Retailing Daily to 
assist advertisers in the home 
furnishings fields in planning 
their campaigns in the light of 
current market conditions. 


e The Toledo Blade ran a 570- 
line ad addressed “To Americans 
Abroad” in the Aug. 16 European 
edition of the New York Herald 
Tribune, in an effort to enlist 
public support for a ‘Marshall 
Plan of Ideas” to combat Commu- 
nist propaganda in foreign coun- 
tries. Readers were urged to send 
the Blade any suggestions as to 
how Americans might take a per- 
sonal part in a drive to offset 
Communist propaganda. 


e WOW, Omaha, will begin air- 
ing the Feature Foods Merchan- 
dising Plan, tried successfully by 
WLS, Chicago, and KYW, Phil- 
adelphia, on Sept. 4. The plan 


utilizes a homemaker type of ra- 
dio presentation backed by an in- 


Tip the top markets your way 


_TIP-TOP 


BLACK MAGIC. Black Light Treated 
Bulletins like this are actually 
stopping traffic! And, needless to 
say, they’re starting plenty of sales. 
For advertisers everywhere are 
discovering how they can drama- 
tize their product . . . emphasize a 


1925 Silver Anniversary Year 1950 


message with these spectacular 
new spectaculars! General Out- 
door Advertising Co., 515 S. 
Loomis St., Chicago 7, Illinois. 


*%Covers 1400 (| 
leading cities 
and towns 


the-store follow-up merchandis- 
ing service. 


e McCall’s has offered 106 cash 
prizes totaling $7,150 in a “My 
Living Room” decorating contest 
announced in its September issue. 
In addition to a $1,000 prize, the 
two first place winners will have 
their living rooms redecorated by 
McCall’s, in accordance with the 
winning plans. 


e@ Woman’s Day has reported a 
28.6% gain in ad linage for its 
September issue, and a 25.7% in- 
crease over the same issue a year 
ago. 


e@ Today’s Woman has 43 new na- 
tional accounts in its September 
issue, bringing the total number 
of advertisers to 218 for the first 
nine months of this year. With 180 
pages plus covers the issue has 
a 74.2% gain in linage over Sep- 
tember, 1949. 


e “Miracle Among the Magnolias” 
is a four-page, two-color folder 
prepared for the Clarion-Ledger 
and the Daily News, Jackson, 
Miss., by the Katz Agency Inc. 
It describes the market’s ten- 
year growth in population, retail 
sales and agricultural income. 


e@ The 1950-51 directory of foreign 
language publications in the U. S. 
has been issued by Waxelbaum 
Advertising Co., New York. It 
contains the names, issue dates, 
circulations and rates of 185 pa- 
pers printed in 31 languages. 


e The Philadelphia Inquirer has 
issued a 16-page booklet to depart- 
ment stores and specialty shops 
containing fashion reports from 
Paris on the new season’s fashion 
openings. 


e@ Department Store Economist, 
in its August issue, presents an 
article titled “Second Half 1950 
—Boom...Boomlet or War,” in 
which more than 100 American 
business leaders express their 
views on how the Korean War will 
affect the economic outlook. 


e U. S. News & World Report has 
issued a brochure containing in- 
formation gathered from a survey 
of its subscribers, plus circulation 
and advertising information on it- 
self. 


e George F. Booth, publisher of 
the Worcester Telegram-Gazette 
and president of WTAG and 
WTAG-FM, recently presented a 
copy of a film titled “Worcester— 
Industrial Capital of New Eng 

land” to the city’s chamber of 
commerce, for use by local church, 
civic and other organizations. Pri- 
mary purpose of the 25-minute 
sound and color film is to give na- 
tional advertisers a picture of the 
size, wealth and importance of the 
Worcester area. 


e WHOM, multi-lingual radio sta- 
tion in New York, attracts more 
listeners to its Italian language 
programs than any other Italian 
language station in the city, ac 
cording to a survey conducted for 
the station by Robt. S. Conlan & 
Associates, Kansas City, Mo. 


@ Some subscribers of the New 
Haven Journal Courier were mys- 
tified one morning recently when 
they received their newspaper 
folded backward. The mystery was 
solved when it was discovered that 
the newsboy delivering the papers 
was a brother of Sgt. William 
‘Kelly, member of a Connecticut 
National Guard battalion called to 
duty Aug. 14. Sgt. Kelly’s picture 
was on the back page of the paper. 


e The Hartford Courant, which 
last year furnished special hay 
state 


thermometers to various 
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JULY 1949 


+27% 


+ 22% 


+ 21% 


+ 20% 


+ 20% 


+ 39% 


VS. JUNE 1950 


+ 28% 


+ 20% 


+ 3% 


SCARE BUYING?—This chart, by Industrial Surveys Co., based on its National 
Consumer Panel, indicates that consumer purchases of packaged soap, toilet soap, 
all-purpose flour and canned meat were substantially ahead of comparable weeks 
of the previous month and a year ago for the weeks of July 9-15 and July 16-22. 
Undoubtedly the bulges reflect reaction to the Korean situation to some extent. 


agencies for use by farmers wor- 
ried about unusual signs of hay 
heating, has renewed the offer 
again this year. 


e Station WFIL-TV, Philadelphia, 
has launched a weekly roundup 
of local news called “This Week 
in Philadelphia,” which for many 
years has been a radio feature on 
WFIL. 


e@ Collier’s has sold a 1950 back- 
to-college men’s wear promotion 
package to one men’s wear re- 
tailer in each of 83 cities, for $25 
per package. The magazine polled 
more than 600 college newspaper 
editors to learn what college men 
prefer for campus wear, and then 
made up the package, which con- 
tains a 50-page wardrobe guide, 
display placards, four-color blow- 
ups of campus clothes illustra- 
tions, newspaper ad mats and mer- 
chandising tags. 


e KMTV, Omaha, marked its first 
year of operation on Sept. 1 by 
announcing that, effective Sept. 
30, it will carry top network pres- 
entations from both ABC and 
CBS. 


e National Bottlers’ Gazette pro- 
moted its three bottlers’ conven- 
tion issues by sending three 
marshmallow cookies to more than 
1,500 advertising prospects, en- 
closing a card reading “we knew 
you were coming...so we ‘baked’ 
..” and listing ad rates on the 


reverse side. 


e The Daily News, Faribault, 
Minn., moved its editorial, busi- 
ness and mechanical departments 
into a newly completed addition 
recently without disrupting daily 
newspaper service. The vacated 
section will be dismantled and a 
new structure will be built this 
fall. 


e It’s Christmas in August for 
Hablemos del Hogar y de la Moda, 
weekly Latin American newspaper 
supplement for women, published 
by Suplementos Asociados, New 
York. The publication sent Christ- 
mas cards to advertisers, advising 
them to get their Christmas ad 
copy in soon, as forms for the first 
issue in December close Sept. 29. 


Hickok Appoints Two 


McKee Yant, formerly district | 


sales manager in Chicago, has 
been appointed product sales man- 
ager in charge of belts of Hickok 
Mfg. Co., Rochester, N. Y. He has 
been associated with Hickok since 
1941. Toby Newcomb has been 
transferred from the Buffalo office 
to succeed Mr. Yant in Chicago. 


Issues Fair Trade Booklet 


The National Assn. of Retail 
Druggists is distributing a new 
brochure, “Facts and Figures That 
Sell Fair Trade,” to its more than 
30,000 members. The pocket-size 
booklet covers major aspects of 
the voluntary fair trade laws in 
question and answer form. 
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$190,000 Pepsodent 
Ccatest, New Spry 


D:ives for Lever 


New York, Sept. 1—Pepsodent 
D.vision of Lever Bros. Co. will 
leunch a $100,000 jingle contest 
Sept. 18 to promote its radio show, 
“Ty Friend Irma” (CBS), and 
Pepsodent toothpaste. 

There will be five weekly com- 
petitions and a grand winner se- 
lection at the end of that period. 
Oid, and new, customers may enter 
by writing a two-line jingle us- 
ing “Irma’s” familiar expression, 
“All my friends buy Pepsodent,” as 
the lead’ words of the first line. 
Entries must be accompanied by 
two Pepsodent toothpaste box 
tops. 

First placers in the weekly con- 
tests will receive $1,000 in cash, 
with smaller prizes going to the 
runners-up. The grand prize award 
is $10,000. There is an additional 
bonus for winners who send in 
economy size box flaps. 


a si 


a Heavy advertising support will 
be given to the promotion. Full- 
page, four-color copy will run in 
approximately ten magazines; 1,- 
000-line ads will be scheduled in 
Sunday supplements in news- 
papers throughout the country. To 
supplement the commercials on 
“Irma,” CBS affiliates will carry 
local announcements plugging the 
contest. 

To insure dealer support, Pepso- 
dent will give retailers an oppor- 
tunity to share the prize money. 
Dealers who “help winning cus- 
tomers” with their entries will be 
eligible for the following awards: 
$100 for each customer who wins 
$1,000; $50 for each customer 
who wins $500, and $25 for a cus- 
} tomer who wins one of the ten 
$100 prizes. If he “helps” the 
grand prize winner, the dealer 
will get a $300 bonus. 


s The retailer can double his 
take on the weekly prizes listed 
above by displaying one dozen 
economy size Pepsodent toothpaste 
packages on his counter. Each 
“minimum quantity” counter dis- 
play of any Pepsodent product is 
worth an additional $25 to him. 
Stores will be furnished with an 
ample supply of display materials, 
including floor stands, counter 
cartons, window and door banners. 
Pictures of Marie Wilson, who 


National Nielsen-Ratings of Top Radio Shows 
Week of July 23-29, 1950 
All tigures copyright by A. C. Nielsen Co. 


Current Previous Homes Current Points 

Rank Rank (000) Rating Change 
EVENING, ONCE-A-WEEK 

1 1 Walter Winchell (ABC, Richard Hudnut) ........ 5,128 12.6 —2.9 

2 9 Mr. District Attorney (NBC, Bristol-Myers) ...... 4,029 9.9 +21 

3 3 Crime Photographer (CBS, Philip Morris) ........ 3,704 9.1 —0.4 

4 5 Mystery Theater (CBS, Sterling) .............. 3,663 9.0 +0.6 

5 10 Mr. Chameleon (CBS, Sterling) ................ 3,663 9.0 +14 

6 7 Satan’s Waitin’ (CBS, Colgate, Palmolive) ...... 3,337 8.2 +0.3 

7 21 Broadway is My Beat (CBS, Wm. Wrigley) ...... 3,297 8.1 +1.2 

8 23 Romance (CBS, Wm. Wrigley) ................. 256 8.0 +14 

9 12 Yours Truly, Johnny Dollar (CBS, Wm. Wrigley) .. 3,093 7.6 +01 

10 17 Mr. Keen (CBS, Whitehall) ..........0..ceees 3,053 7.5 +0.3 


plays “Irma,” will provide a dec- 
orative note. 

Foote, Cone & Belding is Pepso- 
dent’s agency. Reuben H. Donnel- 
ley Corp. will judge the contest. 


a Lever Bros, will start a new 
newspaper campaign to push Spry 
sales this month in more than 200 
papers throughout the country. 

Full-page and 1,800-line inser- 
tions will be used to break the 
campaign. Copy will feature Spry’s 
uniformity, blendability and di- 
gestibility. With the ads will go 
recipes and methods of cooking 
with Spry. 

Early ads will be based on a 
new recipe for making brownies. 
The recipe was developed in the 
Spry kitchen, Lever’s laboratory 
for testing cooking techniques. 

Radio promotion will push Spry 
on the “Aunt Jenny” afternoon 
program over the Columbia Broad- 
casting System and “Big Town” 
television show over the National 
Broadcasting Co.’s network. Ar- 
thur Godfrey wiil add Spry to his 
morning radio program over CBS 
early in October. 

Retailers from coast to coast 
will have point of sale material 
from the company. One feature of 
the merchandising plan calls for 
free distribution of brownie rec- 
ipes to grocers. Store placards 
will be provided to call attention 
of consumers to the free distribu- 
tion. 

Ruthrauff & Ryan is handling 
all advertising for the Spry cam- 
paign. 


Bernstein to Calkins 

Arnold Bernstein Shipping Co., 
New York, has switched its ac- 
count from William Rankin Co. 
to Calkins & Holden, Carlock, Mc- 
Clinton & Smith, New York. The 
account, which has been dormant 
for the past several years, will use 
newspapers and national maga- 
| zines. 
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Trichamine Hair 
Preparation to Get 
3-Media Promotion 


Cuicaco, Aug. 31—Trichamine, 
a new liquid preparation to restore 
the normal condition of hair 
ruined by too much dyeing and 
treatment, has been developed by 
Liquinet Corp., Chicago. 

Restricted by law to handling 
in beauty shops only, and not in- 
tended for use in the home, the 
new preparation will be intro- 
duced late next month by a na- 
tionwide campaign using news- 
papers in 35 cities. The product 
will also be distributed in Canada 
and eight European countries. 

The five-column newspaper ads 
with “before and after” illustra- 
tions will be tied in with car cards 
and spot radio announcements in 
certain areas, A. Martin Rothbardt 
Inc., Chicago, is the Liquinet 
agency. 

According to Harold Meyer, Li- 
quinet president, the promotion is 
designed to bring back to beauty 
shops customers lost by having 
their hair damaged from too much 
treatment. Using the slogan, “The 
difference in hair is professional 
care,” ads feature the Trichamine 
emblem which will be displayed on 
the doors of all beauty shops giv- 
ing the treatment. 


ws Mr. Meyer revealed that in ex- 
perimenting with the new product, 
tests were first done with women 
who had been hospitalized and 
whose hair had been permeated 
with ether, causing a drab, life- 
less condition. 

As proof of the present con- 
sumer interest in hair prepara- 
tions, it was reported that when 
Henri Paris, Chicago hairdresser, 
gave the first permanent wave 
over television, on WBKB’s “Bill 
Evans Show” last week, there 
were 29 phone calls to the studio 
before the program ended. 

Mr. Meyer revealed that 12% 
to 13% of the total drug store vol- 
ume goes for hair preparations. 
Liquinet got its start in the beauty 
industry three and a half years 
ago by introducing another innova- 
tion—the liquid hairnet that is 
packaged in a plastic bottle and 
sprayed on the hair. 


WLW Names Zinselmeier 


Jack M. Zinselmeier has been 
appointed director of merchandis- 
ing of WLW and WLW-TYV, Cin- 
cinnati. He joined WLW in 1944 
as director of drug merchandising 
and later became manager of spe- 
cialty sales. 


Armour Appoints Mathee 


W. H. Mathee, formerly presi- 
dent of Industrial Enterprises Inc., 
Racine, Wis., has been named mar- 
keting director of Armour Lab- 
oratories, Chicago, subsidiary of 
Armour & Co. 


Weco Names Ornas & LaBarre 


Weco Products Co., Chicago, has 
named Ornas & LaBarre, Detroit, 
as styling consultant for pack- 
aging and product display for Dr. 
West tooth brushes. 


Appoints Glasser-Gailey 

Glasser-Gailey, Los Angeles, 
has been appointed to handle ad- 
vertising for Mrs. Weber’s Noodle 
Co. 


Advertising in the Test Stage 


Thornton Canning 
Starts Ad Drive for 
Lido Apricot Nectar 


TacoMa, WasH., Sept. 1—A 
three-month test campaign for 
Lido brand canned concentrated 
apricot nectar opened here yester- 
day, using newspapers, radio and 
point of sale material. The prod- 
uct is packed by Thornton Can- 
ning Co., Thornton, Cal. 

Opening newspaper advertise- 
ments in the Tacoma News-Trib- 
une were 1,260 lines, and will be 
followed by two ads of 784 lines 
each and others, on a weekly 
basis, of 504 lines. In all, nearly 
10,000 lines are scheduled. 

Selective radio will consist of 
six spots a day on 33 days through- 
out the campaign on Station KMO. 
Recipes, display material and 
other dealer aids have been dis- 
tributed to 385 retail outlets in 
the area in advance of the cam- 
paign through the broker, R. G. 
McCabe & Co., Seattle. 

Copy promotes the product as 
a “new type nectar...no need 
to keep frozen.” It is termed a 
“whole fruit drink, richer than 
juice.” The six-ounce can makes 
nearly a quart of juice. Recipes 
promote use of the product in 
cooking. 

Roy S. Durstine Inc., San Fran- 
cisco, is the agency. 


DUPLI-COLOR TESTS 


Cuicaco, Aug. 30—Dupli-Color 
Products Co. is conducting a test 
campaign in newspapers, trade 
papers and spot radio for its pig- 
mented car polish. Dupli-Color 
Touch-Up and spray gun are also 
being featured. 

Full-page ads tied in with lo- 
cal retailers have appeared in the 
Chicago Herald-American and 
New York Daily News. In Chicago 
the ads are tied in with Western 
Tire Auto Stores, while the New 
York ads tie in with Strauss Stores. 

Spot radio is being tested in Des 
Moines, Ia., and Dunbar, Pa. Ac- 
cording to S. E. Edelstone, sales 


manager, advertising for the com- 
ing year is still in the planning 
‘stage. The company does not em- 
ploy an agency at present. 


Shingle Concern 
Attacks Price 
Control in Ad 


SeEaTTLE, Aug. 31—Full-page 
two-color space in the September 
issue of Building Supply News has 
been taken by Olympic Stained 
Products Co, to oppose price con- 
trol. 

Price controls bring black mar- 
kets and “may last for years,” the 
company warns others in the 
trade. It urges readers to wire or 
write congressmen: “Don’t leave 
it up to your association, or to 
your competitors. If we all fight 
controls now, we can avoid years 
of fighting them later.” 

The company is headed by 
Philip W. Bailey, and is one of the 
largest manufacturers of stained 
shingles and shakes in the U. S. 
It advertises and sells nationally. 

Pearson & Morgan is the agency. 


Gerard Joins Buchanan 

Julian Gerard, who formerly 
conducted his own publicity busi- 
ness in the fashion and cosmetic 
field; has been appointed an ac- 
count executive of Buchanan & 
Co., New York. 


Reappoints Wehner Agency 

Wehner Advertising Service, 
Newark, has been reappointed 
advertising counsel to Industrial 
Television Inc., Newark and Clif- 
ton, N. J., designer and producer 
of TV receivers. 


World Publishing to Spier 

Franklin Spier Inc., New York, 
has been retained to handle the 
advertising of World Publishing 
Co., Cleveland and New York, 
publisher of general trade books 
and Bibles. 


Appoints Kimball, Menne 

Kimball, Menne Co., Los Angel- 
es and San Francisco, has been 
named West Coast representative 
of Product Design & Development. 


New High 


CIRCULATION 
100,000 


5 Peoria Journal Star” 


| 100 Mousand 


Metropolitan Peoria 


250 “/housand 


POPULATION 
250,000 


” 


is 
fe 


CIRCULATION 
Now Exceeds 


POPULATION* 
Now Exceeds 


*Preliminary 1950 Census 
Count........ 249,867 


TEST CITY U.S.A 


JOURNAL: STAR 


PEORIA NEWSPAPERS, INC. Agent. 


WARD-GRIFFITH CO. imc 
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¥ An advertising program 
that meets today’s tougher competition 


The Chicago Tribune 
Consumer-Franehise Plan¥ 


FACTORY SALES plans today 
require increased attention to 
selling at the retail level. 
Promises of profit on a brand 
are meaningless to a retailer 
unless realized by actual sales. 

Faced with his own need 
for turnover and profit, the 
retailer is cutting down 
brands per product classifi- 
cation and turning more to 
self-service. He has little time 
for shelf-warmers or personal 
selling. 

What the retailer stocks is 
primarily what the consumer 
wants. Advertising designed 
to influence the retailer today 
means the kind of advertising 
that delivers the consumer to 


the store with a pre-sold 
brand preference. 

The Chicago Tribune has 
worked out asound procedure 
by which you can take ad- 
vantage of the situation at 
the critical retail level. It is 
based on a first hand knowl- 
edge of Chicago. Proved 
here, it can be used in other 
markets. 

Because it is integrated 
with retail thinking and prac- 
tice, the Tribune plan gets 
quick support from retailers. 
Because it develops a definite 
consumer franchise for a 
brand, measurable as an 
important percentage of the 
buying by consumers, it earns 


larger inventories and better 
store display. 

If you want a higher vol- 
ume of sales, here is the way 
to get it. If you want to get a 
greater share of the business 
out, you can use this plan. 
Whether you sell package 
goods or big units, you can 
employ it to start a chain re- 
action of response and en- 
thusiasm that will put you 
in a stronger market position. 

A Tribune representative 
will be glad to tell you how 
you can apply this consumer- 
franchise plan in your busi- 
ness. Ask him to call. Do it 
now while the matter is fresh 
in your mind. 


CHICAGO TRIBUNE 


THE WORLD'S GREATEST NEWSPAPER 


Chicago Tribune representatives: A. W. Dreier, 1333 Tribune Tower, Chicago I1; E. P. Struhsacker, 
220 E. 42nd St., New York City 17; W. E. Bates, Penobscot Bldg., Detroit 26; Fitzpatrick & Chamberlin, 
155 Montgomery St., San Francisco 4; also, 1127 Wilshire Blvd., Los Angeles 17 
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